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CAPITAL and 
AN ARTICLE OF MERIT 


for the sale of which 
THERE IS A FIELD. 


—The greatest success in advertising ever 
scored had no more than these. Such an array 
of the bed-rock elements of success should, if j 2? 
rightly directed and followed up, command 
more than a fortune of a round million. 


We Have 


the leading newspaper in the first city and 
business centre of the brightest, busiest and best 
and most bountifully blessed State of the whole 
forty-four in our country. 
Is not here a chance to cover one field 
thoroughly and test the value of good adver- 
tising ? 
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Over 65,800 Daily, over 78,710 Sunday Ef 
and over 71,200 Weekly of this great newspaper 4 
are read in the best homes of the prosperous; 2 . in 
Pacific States and Territories. Missouls (Mon). 135 
sop Eis 8 
cae! San Francisco sive & 
EASTERN AGENT, Tacoma (Wash). 20 
‘ucson o Bedeos 
186 & 187 . Victoria (B.C... 150 
WORLD BUILDING, Examiner Other towns... 9,798 
4 8 » By 
" NEW YORK. * Newsboys’ sales 2,155 
mf Sea Hs 
¢ The statement from our books on the margin shows the wide distri- wee . 


bution of one issue of this great and popular California home newspaper. ' Grand total, 78,400 
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Quantity 7 Quality. 


The value of advertising is in the correct proportion 
of the quantity and quality of the advertising medium. 

Quantity without quality is worth little. 

Quality without quantity is worth nothing. 

The smaller the circulation of the medium the more 
the advertising space is worth per copy circulated. 

The publication which contains matter of personal 
or local interest is read throughout. 

To the majority of people, everywhere, the local 
paper is the one thing they are sure to read, no matter 
how much they may read of other things. 

There is hardly a family of common school educa- 
tion, residing anywhere, that does not take regularly or 
irregularly some local publication. 

The family that doesn’t, does not belong to any 
class of buyers. 

The Atlantic Coast Lists are made up of local | 
family newspapers to the number of 1450. 

These papers are all distinct and separate. 

They are thoroughly local. 

The Atlantic Coast Lists simply print a part of 
each of these papers. 

The local publishers print the rest. 

The Atlantic Coast Lists offer the general advertiser 
opportunity to appear regularly in 1450 individual local i 
papers, and at a small fraction of what it would cost the 
same advertiser to make the same contracts with each 
local paper. 

One order and one electrotype only needed. 

Catalogue upon application. 
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CO-OPERATIVE PAPERS. 


Bv Fames H. Beals, Fr. 
President of the New York Newspaper Union. 


The co-operative or ready-print 
plan of publication is the outgrowth 
of a demand for improved methods in 
the issuance of country newspapers. 
From a modest beginning about thirty 
years ago the system has assumed 
such huge proportions that now a large 
majority of the local country weeklies 
throughout the United States use 
ready-printed sheets obtained at some 
central establishment. Country pub- 
lishers prefer ready-prints because by 
their aid they can publish a far better 
paper and have much more time for 
other duties than if they did all the 
work and printed the entire paper at 
the home office. Concisely stated, the 
principal details of the system are as 
follows : 

The ready-print establishment or 
supplying office--always located in 
some city with abundant shipping fa- 
cilities—through its editorial depart- 
ment prepares every week a large 
quantity of reading matter suited to 
the requirements of rural communi- 
ties. This matter is put into type 
and made up into forms .of various 
sizes, from which are printed two or 
more pages, according to the instruc- 
tions of the publishers. If a four- 
page paper is ordered, two pages are 
printed ; if an eight-page paper, then 
the ready-print house prints four and 
sometimes six pages. Either outside 
or inside pages are furnished, as the 
publisher may elect. If a paper is 
crowded with local advertising the 
ready-print house comes to the pub- 
lisher’s relief by running one or more 
columns on the ready-print side of his 
paper. , 
After a publisher’s order has been 
filled by printing the number required 
the sheets are shipped to the home 
office. When they arrive the publisher 
puts his own forms, filled with local 
news, advertisements and editorials, 


upon his press, and completes his paper 
by printing upon the white or un- 
printed side. His paper is then ready 
for distribution among subscribers, one- 
half or more of the labor of publishing 
it having been taken off his hands. To 
prevent duplication of reading matter 
the ready-print establishment is pre- 
pared to supply several papers in a 
town. First-class ready-print houses 
issue numerous editions, and can fur- 
nish half-a-dozen or more papers in the 
same town without conflicting. 

The reading matter which goes into 
these ready-prints is prepared by ex- 
perienced editors, and embraces a wide 
variety of subjects, including a full 
summary of the week’s news from all 
quarters of the globe. The doings of 
Congress and State Legislatures are 
also covered, and every topic of inter- 
est is given space commensurate with 
its importance. The better class of 
ready-print establishments also make 
their sheets additionally attractive by 
inserting illustrations drawn by their 
own artists and produced in the best 
style of the photo-engraver’s art. This 
feature is a costly one—publishers get- 
ting- this extra service without ad- 
ditional charge. 

The requirements of the business 
are such as to necessitate the shipping 
of each paper by a certain train at a 
specified time each week, as the pub- 
lisher must receive his sheets in time 
for printing the home side or miss the 
mails ; and yet the ready-print house 
must delay printing until the last hour 
in order to get in the latest news. 

To insure its customers being 
promptly served in spite of fire or 
accident, the New York Newspaper 
Union has fitted up a duplicate estab- 
lishment with presses, stereotype foun- 
dry, type, etc., complete in every re- 
spect, in a different part of the city 
beyond the reach of a general conflag- 
ration. This entailed a large expense 
at the outset, and it necessitates con- 
tinual outlay to keep this duplicate 
establishment ready for immediate use 
should occasion arise, but newspaper 
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publishers are thus protected against 
delay and disappointment. 

Inasmuch as these sheets are sup- 
plied publishers at a price considerably 
less than the cost of production—in fact, 
almost at the cost of the white paper 
alone—a limited amount of advertising 
is inserted to cover the loss incurred in 
supplying the sheets and to yield the 
profit for which ready-print establish- 
ments are conducted. Experience has 
shown that in no other way could they 
exist. Were it not for this advertising 
ready-prints would be impossible, even 
as the great city dailies would be im- 
possible without advertisements. 

These advertisements are obtained 
from advertisers who do not care to 
make individual contracts, and there- 
fore the publisher loses nothing by 
their insertion in his paper ; but, on 
the contrary, gains, for these same ad- 
vertisements enable him to procure 
ready-printed sheets at a price much 
below their cost. 

The foregoing are the salient fea- 
tures of the ready-print methods of 
publication. Many minor details are 
omitted, but sufficient has been said to 
show that to conduct a ready-print 
supply house successfully no little ex- 
perience and a large capital are abso- 
lutely necessary. Competition enters 
as strongly into the production of 
ready-prints as into any other busi- 
ness. 

Where one concern has succeeded, a 
score have failed. The many failures 
occurred in different parts of the 
United States, extending from the At- 
lantic Ocean to the Rocky Mountains ; 
New York, Boston, Philadelphia, Balti- 
more, Columbus, Chicago, St. Paul, 
Little Rock and other large cities hav- 
ing been the fields of operation. 

These efforts to establish ready-print 
houses were backed by ample capital, 
but every one of the ventures ended in 
a complete collapse and great finan- 
cial loss. In one instance several 
wealthy men formed a company and 
embarked in the enterprise. They 
soon discovered, however, that con- 
ducting a ready-print house required 
a long apprenticeship as well as a 
large capital, and abandoned the field 
with a loss of something like $75,000 
in a few months. In another instance 


a bank account was depleted to the 
amount of $40,000 in less than a year, 
and then the too sanguine promoters 
determined to seek some other busi- 
ness investment. 


The only ready-print houses which 
have avoided the fate outlined in tke 
above instances are the ones whose 
owners and managers have grown 
gray in the business. Their successes 
have only been accomplished after 
many years of continuous application, 
study and labor, together with the in- 
vestment of hundreds of thousands of 
dollars. 


THE ADVERTISING OF THE 
COLORED RACE. 


By G. A. Sykes. 


The advertisements in the papers 
read and conducted by the colored peo- 
ple are mostly written and placed by 
enterprising members of their own 
race, and have a ‘possum and water- 
melon flavor that is very entertaining. 
There are a number of these publica- 
tions, but the advertisements from one 
of them, the ‘* /yveeman, an Illustrated 
Colored Newspaper,” will give an idea 
of what they all are. 

The most noticeable ads in the paper 
are those of the hair-straightener 
liquids. Colored ladies and gentlemen 
must really dislike having kinks in 
their hair. In fact, the peanut-crack- 
ing sound while combing out raven 
locks seems to be considered a sign of 
ill-breeding. Here isa portion of one 
of the kink-banisher announcements : 


WONDERFUL DISCOVERY. 


CURLY HAIR MADE STRAIGHT BY 











Berore ano AFTER TREATIOANE. 


Ozonizeo Ox Marrow. 


(Corraricat sy Bucs & Rarwer, Cmicaco.) 


This wonderful hair pomade te the only safe 
eee in the world that makes kinky hair ctralgnt 
Bp ane" It renders the hair soft, pil 
a aoe eee the roots imparts new 
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The lady who advertises ‘‘ Chev- 
eline,”’ another hair-straightener, also 
sells ‘ ‘ Mystic Face Bleach,” which re- 
moves tan, “‘and in eight or ten days 
bleaches the face, leaving it about two 
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shades lighter. $1.00 a bottle.” The 
Ethiopian tries hard to change his 
skin. 

The newspapers of Brudder Gard- 
ner’s race seem to be liberally used to 
reunite families that have been scat- 
tered by fate, the auctioneer and the 
police. ‘There are many notices of this 
nature. 

I wish to make inquiry concerning my rela- 
tives. My mother’s name was Mary Ann 
Willis, and my father’s name was Winston 
Beyers. My mother died when I was 13. She 
belonged to C. Willis. 1 was sold to John 
Roach when I eight years old, then I was 
sold to Bill Roach. He sold me to Jeannette 
Crab, and I wasthen sold toa Negro trader by 
the name of Tom Pankey. I have five sisters, 
whose names are Martha Ann, Harriett Bar- 
bara, Isabella, Amanda and Cynthia, also one 
brother named Andrew Jackson Willis, My 
name, Mahala Willis, is now Mahala Wilkes. 
We last saw one another fifty yearsago. Any 
y ‘cee please address me at Searcy, 

rk. 

Clairvoyants use liberal space, and the 
‘*boss” advertiser is a ‘*‘ Mrs. Marth, 
the world-renowned and highly ceie- 
brated business and test trance clair- 
voyant.” Mrs. Marth gives her pic- 
ture, and is a stout and pronounced 
brunette, on whose hair the kink re- 
mover does not seem to have had much 
effect. But, in spite of this, she ‘‘ re- 
veals every mystery, removes all trou- 
bles and estrangements, unites the 
separated, and causes speedy marriages. 
Remember, she will not for any price 
flatter you, but gives facts without 
nonsense.” Although she is a seventh 
daughter and so cleverly*brunette, she 
goes into a ‘‘ dead trance,” and tells 
‘**your mother’s name in full before 
marriage, the names of all your family, 
the name and business of your present 
husband, the name of your next, if you 
are to have one, and how many child- 
ren you will have.” She also has the 
only genuine talisman ‘‘ which will 
bring back the runaway lover, wife or 
husband. By sending a present of a 
$5 note in a registered letter, and your 
full name and address,” she will ‘* send 
you in return a talisman as a present.” 
You can also get a dollar’s worth of 
advice, providing you send the dollar 
in advance. 

It is somewhat surprising to note 
that no razors are advertised in these 
media, but the colored portion of that 
prolific and ever-increasing body, the 
G. A. R., is warmly appealed to in 
many ways. The Rev. Walker has 
written a book, which, he states, is ‘‘a 
fortune to book lovers, being some- 
thing new, something inspiring, some- 
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thing invaluable.” The title is: ‘‘ A 
Colored Man Abroad ; What He Saw 
and Heard in the Holy Land and 
Europe.” It is interesting to learn 
that ‘‘it is the first book ever written 
on the subject by a colored man, and 
ought to be in every colored home,” 
while the style ‘‘ is easy, smooth-flow- 
ing and comprehensible.” 

It would seem that the African race, 
or Afro-American species, cannot en- 
dure cross eyes, for many doctors offer 
to cure visual defects and charge mod- 
erately—one cross-eye, a dollar, two 
for $1.50. Dr. Barker says, in agate 
inspiration, that he has straightened 
5,362 cross-eyes ; removed 2,646 cat- 
aracts, and taken out 1,225 eyes. I 
gather from the worthy medico’s ad- 
vertisement that he can do all this 
through the mails just as well as in his 
office, for he winds up: ‘‘ Patients 
from a distance treated successfully by 
correspondence.” 

Personals also appear, and this chance 
of a lifetime is offered to some sable 
Romeo who can appreciate what's 
what : 

WIDOW without children, well edu- 

cated, of good character and preposses- 
sing appearance, between the ages of 30 and 
35 yedts, would like to correspond with a cul- 
tured, unmarried gentleman between the ages 
of 35 and 45 years. Must be of good stand- 
ing and in general respects a suitable acquaint- 
ance for a lady of the above description, 

Then there is a gentleman advertis- 
ing a camera which completely eclipses 
any marvels of Edison or other inven- 
tions. He is really hiding his light 
under a bushel, for the whole world is 
looking for just such an apparatus. 
With this camera ‘‘ you can take pictures 
as fast as you can firea revolver. You 
can take pictures of the sun (the other 
fellow can’t), You can take pictures of 
objects moving 200 miles an hour. 
You don’t bankrupt yourself before 
you catch on how to make fine pic- 
tures.” It doesn’t state it, but it is 
fair to suppose that this miraculous 
camera will take pictures on a dark 
night, without flash light or any such 
impedimenta, and it only costs $6. 

An enterprising colored wash-lady 
says: ‘‘ Don’t send your cuffs and 
collars to Memphis ; Mrs. James 
has a receipt that cost her a good deal 
to polish shirt fronts, cuffs and collars. 
She also has the right of two coun- 
ties.” The Rev. J. W. Whiteside 
announces that he is holding ‘‘a pro- 
tracted effort,” and a trusty and com- 
petent colored man is wanted to take 








342 PRINTERS’ INK. 


charge of some dusky talent, for the 
‘*white man who contracted with the 
grand parents of the ‘ Little Black 
Jesus’ for two years, has gone to 
Chicago.” 





THE HISTORY OF GARFIELD TEA. 
By C. B. Meskimen, 
Manager Sales Department, 

The Garfield Tea business has been 
running for some eight years. The 
business at the start was very small, 
and the sales during the first year were 
considerably less than a thousand dol- 
lars. 

We have only done newspaper ad- 
vertising during the past three years, 
and it proved so successful from the 
first that we are now doing general ad- 
vertising throughout the country. Our 
business, as a consequence, is growing 
rapidly, and we easily stand at the 
head of such laxative medicines. 

We did all our work once, by sam- 
ples, and only five years ago, when 
I went out to work up trade, I found 
that T was pioneering, for the tea in 
many places had never been heard of. 
Advertising and auxiliary work soon 
changed all this, though, and our rapid 
growth is an indication of the efficacy 
of printers’ ink. 

We have tried many kinds of adver- 
tising, and from sampling we get excel- 
lent and quick results. There is an ab- 
solute demand created, as for instance 
when we sample a good-sized city. Be- 
fore we have completed it, the druggists 
will feel and note the increased demand, 
We sample from house to house, and I 
have men doing this in every State in 
the Union. Wewill put out three 
million sample packages this year. 

Our tea is called the Garfield, be- 
cause General Garfield was a warm 
friend and a patient benefited by the 
treatment of Mrs. Dr. Stillman, who, 
with Mrs. Densmore, is the originator 
of the article. 

In our newspaper advertising we use 
country newspapers chiefly, for they 
reach a class that will buy these goods. 
If you take a city man, he depends 
upon his physician, while the country 
people, usually of moderate circum- 
stances, purchase patent medicines. 
The latter people are also more credu- 
lous. With all due deference to the 
high-class magazines, they are no me- 
diums for a medicine such as ours. 
Take the Youth's Companion and the 
Ladies’ Home Journal, though, and 


there is no question as to their value to 
us. It is money thrown away to ad- 
vertise in high-class mediums, for they 
go among a class of people who don't 
place any credence in such things. We 
advertise in a good many dailies, but 
our chief work is done in weeklies and 
semi-weeklies. We invariably use a 
small ad—an inch electro—and read- 
ing notices to accompany it, usually 
one hundred lines, to be used during 
six months. 

Our advertising is from November 
to May, for in the summer there is 
not so much demand for a laxative 
preparation. Still, as we get better 
known, our goods are becoming more 
staple, and people are beginning to 
use them all the year round. 

Religious papers we find profitable, 
for they seem to go largely to a class 
that does not read many other papers. 
We can only judge as to advertising 
values by the direct demand, and this 
we guage by the free sample notice in 
ourads. We insert a standing ad and 
people write for the samples. We 
can then influence the writer, and 
usually make a steady customer of him. 
As to what good the reading notices 
do, that is largely surmise on our part. 
We only run such small ads because 
so much depends on the samples. We 
display the title, ‘‘ Garfield Tea,” and 
the sentence, ‘‘ Cures Constipation,” 
is in all our advertisements. 

Our sales increased during the first 
year we advertised thirty-three per 
cent, and more than that annually ever 
since, This is the more remarkable, 
as new preparations are springing up 
everywhere. There have been over a 
hundred teas put on the market since 
we come out, but very few have lived 
six months. 

We have done a good deal of adver- 
tising with those large round clocks 
that are on the elevated stations of 
New York and Brooklyn. We put 
these up in the drug stores of St. 
Joseph, Kansas City, St. Louis, Evans- 
ville, Indianapolis, Cincinnati, Colum- 
bus, Pittsburg and Chicago. It wasa 
novel ad, and while expensive, is good 
on account of its permanency. Peopie 
take care of the clocks because they 
are good ones. We do not give them 
out any more though, and use good 
sign advertising, sampling and news- 
paper work, 

Ohio is our banner State, perhaps, 
because it is Garfield’s home, or, per- 
haps, because it is Republican. Any- 
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way, our trade there is exceptionally 
large. Home trade is very good, that 
is, in New York and vicinity, and our 
poorest is in Wisconsin. ‘That State 
was disappointing, as we spent a good 
deal of money there and got very poor 
returns. The country is wild and 
poorly settled yet, and that may ac- 
count for it. Milwaukee, Racine and 
Eau Claire turned out pretty well. 
New England is a first-class territory 
also. 

In fact, every territory is good, pro- 
vided one has a good article, and ad- 
vertises it properly. 





SOME FACTS ABOUT SIGN AD- 
VERTISING. 


‘By S. G. Harvey. 


Out of the total amount of money 
expended every year in advertising, I 
have heard it estimated that eighty 
per cent goes into newspapers and 
publications of various kinds. Most 
of the remainder is embraced in poster 
and sign advertising, including the- 
atrical work, which is divided up 
among lithographers, show-card print- 
ers and brush advertisers. 

Theatrical people, especially, favor 
the lithographers, for the decollete 
cannot be expressed so well by type, 
and the capital invested in this busi- 
ness is very large. The Courier Co., 
of Buffalo; the Forbes Co., of Bos- 
ton ; Strowbridge, of Cincinnati, and 
Fox, ot New York, are substantial 
evidences of the capabilities of this 
kind of work. 

To put all this display matter up 
takes about two million doliars a year, 
and to show how much money is spent 
in a limited area, I will cite as an in- 
stance, Cleveland, Ohio. There are 
five theatres there, and each one spends 
about $100 a week for wall advertising 
during the forty weeks’ season. Then, 
with the medicine, tobacco and local 
store advertising, the expenditure 
mounts up to some $30,000 a year. 

From a million and a half to two 
million dollars a year are expended in 
this country for sign advertising— 
walls, bulletins, boards, etc. This ad- 
vertising implies whatever value can 
be derived from covering spaces in 
prominent positions with strong color- 
ings and designs, so close that it will 
be forced upon the attention of pass- 
ers-by. 

A good system and keen competi- 
tion have reduced prices of posters to 
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a minimum, although the bill-posting 
service is still practically a monopoly. 
Ninety per cent of the cities and towns 
have only one bill-poster, he erecting 
his own boardings and paying a cor- 
poration license. He conforms his 
prices to those charged in other cities, 
and the license makes him amenable to 
corporation laws, keeping him under 
restriction as to matter and places. 
An intruder or competitor who comes 
into a town during the night, and 
sticks bills haphazard, is violating a 
city ordinance; still, any number of 
residents of one city can get licenses. 

As to the costs of this advertising. 
The standard American poster sheet is 
28 by 42 inches, and costs from three 
to five cents a sheet in four colors, 
Put up by the bill-posters as chance 
may offer—that is, on fences or any- 
where possible—without guaranteed 
display, they cost three cents for a 
week. On regular bill-boardings, with 
protected display, the price is three 
cents for the first week and a centa 
week after that, as long as the ad is 
displayed. 

Then, the large ‘‘collations” of 
posters and streamers of bill-stands 
through the cities are charged for at 
the rate of three cents per sheet per 
week. The average size or run of the 
boards is four sheets high and ten 
sheets long. There is still another 
price for selected location (the bill- 
posters’ ‘‘top-column next pure read- 
ing.”’) These are the most conspicu- 
ous sites, and are renewed and kept in 
repair for five cents a week for each 
sheet. 

Rock painting and the desecrating 
of landscapes are practically obsolete, 
and are not countenanced by reputable 
contractors. All sign-advertising men 
of wide experience say that landscape 
spoiling hurts the reputation of the 
advertiser and injures the character of 
the article advertised. In short, it is 
unpleasant notoriety and not adver- 
tising. 

An association of sign painters has 
fixed a standard scale of prices, and all 
contracts for commercial bill-posting 
or advertising sign painting made by 
the national or State associations must 
be reported to the general manager, 
with particulars as to prices, etc. 
The association does not countenance 
incompetent service, and has thrown 
out a great many bill-posters for being 
unprincipled, and not fulfilling con- 
tracts. Many advertisers use their 
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own painters, but they take big 
chances, When a town has been cov- 
ered, the local man goes out and in- 
dustriously slaughters the intruder’s 
work, 

The prices of painted signs vary a 
good deal. Signs painted low—that 
is, in places easy of access, such as 
walls, fences and buildings—will aver- 
age two to three cents a square foot, 
without guarantee of time display. 
This, therefore, is comparatively value- 
less for most advertisers. Where the 
signs are guaranteed, and kept in re- 
pair for one year, the price is three to 
five cents a square foot. Where swing 
staging and ladders must be used, the 
price also rises. Bulletins and spe- 
cially erected signs, along trunk-lines 
and around railroad stations, cost from 
fifteen up to fifty cents a square foot, 
according to quality of lumber used 
and designs painted. Pictures and 
elaborate designs are expensive. For 
the maintenance of these signs, re- 
painting, displaying and keeping in 
repair, one half the price of the first 
year's display is charged for each suc- 
ceeding year. 

The consensus of opinion is that in 
sign advertising a firm’s trade-mark or 
title is best. Castoria cannot well be 
illustrated, neither can Hood’s Sarsa- 
parilla; but where a picture empha- 
sizes the name, it may be used to ad- 
vantage. -- Blackwell's Bull Durham 
Tobacco is an example, and the bull of 
the house is known everywhere. It is 
not advisable to depart from the sub- 
ject in order to use a picture, and as a 
rule the least copy or wording used, 
the better and more forcible the ad. 

Boldness and distinctiveness are the 
quatities desired. Catch lines and 
epigrams can be used with excellent 
effect. ‘The art of this method of ad- 
vertising is to catch the eye and im- 
press the memory, and verbose sen- 
tences fail signally to accomplish this 
end. 
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Put an advertisement before the 
readers of a daily paper, and you take 
the cream of any population. You go 
straight home to the people who can 
buy, and who are ready to buy.— 
M, M, Gillam. 


ne ere 

Ir is to your interest to have your 
advertisement fresh, and let people 
know whatever class of goods you are 
pushing.— Winona Herald, 





ANALYZING AN AD. 
By Ff. F. Place. 


In PRINTERS’ INK of Feb. 1 the 
most generally used ad of Syrup of Figs 
is reproduced, and interesting com- 
ments thereon are made by the editor. 
We are informed that this particular 
ad is likely to make the proprietor of 
this pleasant remedy one of the rich 
men of the earth, and we are, there- 
fore, admonished to look at it, study 
it, note its points of excellence and 
ascertain, if possible, wherein lies its 
peculiar merit. 

While the Fig Syrup Company use 
other ads, this particular ‘* one enjoys” 
the widest circulation so far. I ascribe 
its success to three things : 

1. It is a good ad. 

2. Syrup of Figs is an article of 
merit. 

3. There is a field for its sale, there- 
fore it is a good thing to advertise. 

The ad is good, because it does not 
follow the beaten track of most medi- 
cine ads. ‘There is no portrait of ‘*‘ one 
of the saved”” to ornament the text; 
no minister of the gospel with ‘‘ stub- 
born sores” to attract (!) the reader ; 
no ‘‘ wife and mother” who was “‘ all 
run down for forty years,” and who 
now being wound up smiles on the 
public for the benefit of her ‘* suffering 
sisters”; ‘* no ‘*‘ old soldier,” ‘‘ thank- 
ing God for Sagwa,” and no passé 
daughter of Eve ‘‘raised from the 
dead” ; but there is simply a pretty 
girl picking figs. The ad is good 
again because it is not offensive and 
touches lightly upon the multitude of 
diseases flesh is heir to. It does not 
appeal specially to the leprous, sore- 
smitten, health-broken, crippled and 
unfortunate residue of suffering human- 
ity ; for these are largely in the minor- 
ity, and if their condition is one-hun- 
dredth part as miserable as many 
medicine advertisers would have us 
believe, they want no remedies. It 
would have been better for advertisers 
had the public never been afflicted with 
their low-browed faces and their low- 
born, stereotyped and repulsive stories. 

On the contrary, this ad has some- 
thing of interest to the comparatively 
well people, who make up probably 
sixty-four and a half millions of the 
sixty-five million population in our 
country, for the average proportion of 
sick persons in most communities is 
probably less than one in a hundred. 
The text of the ad is pleasantly put. 
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There is nothing repulsive about it. It 
aims to impress the importance to well 
people, the whole sixty-four and a 
half millions, of keeping the body 
healthy by not allowing the natural and 
daily processes of nature to be ob- 
structed. It urges the value of a mild 
laxative and suggests Syrup of Figs, 
and says it is ‘*‘ pleasant to the taste 
and acts gently”—all of which our 
good mothers and all good doctors 
have told us before, concerning figs. 

The second reason I ascribe for suc- 
cess, that the article is one of genuine 
merit, can be easily verified. In the 
ad of the Fig Syrup Company, in some 
medical publications, however, I no- 
tice the company, in appealing to the 
medical profession, are more frank 
than in their general ads, for they say : 
““Syrup of Figs is made from the 
juice of true Alexandria senna in com- 
bination with carminative aromatics 
and pure white sugar.” They claim 
to have eliminated by a secret method 
the griping principle found in ordinary 
preparations of senna, and they further 
add that the name ‘‘ Syrup of Figs” 
was given, ‘‘ not because in the process 
of manufacturing a few figs are used, 
but to distinguish it from all other lax- 
atives.” 

All the same, in that name lingers 
the vital spark which has kindled the 
fire of success, and I consider the 
explanation an unnecessary give-away, 
which the company do well to confine 
strictly to their ads in medical publica- 
tions. ‘The popular idea of the article 
which runs in the vein of their news- 
paper ads, that it is simply pure fig 
syrup, will, I believe, bag the most 
persimmons. ‘The fig has long been 
known by the medical faculty, as well 
as by a majority of the intelligent pub- 
lic,as a mild laxative. All druggists 
usually keep a nice brand of figs, as 
they are often recommended by phy- 
sicians, and frequently bought and 
eaten by many people especially for 
their laxative qualities. People who 
have lived in California, especially in 
the warm-belt, so-called, know the 
value of the fresh fig in this respect, 
just as picked from the tree. It is a 
rich, succulent fruit, which, like the 
olive, takes an acquired taste to relish, 
but it is very wholesome. These facts 
are.all too good for an apt advertiser 
to ignore, and he would do well to 
bring them out strong whenever and 
wherever he could, the frank state- 
ment of the ad in the medical publica- 
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tion to the contrary notwithstanding. 
In many instances, perhaps in a major- 
ity of cases, it may be a positive ad- 
vantage to publish the formula or state 
the principal ingredients of an adver- 
tised remedy ; but with Syrup of Figs, 
for the reasons here given, I think the 
name is one of great strength and pe- 
culiar fascination, and that it would be 
much better to say nothing about the 
ingredients, To paraphrase an old 
adage to apply to this case one might 
say: Where ignorance is admiration 
it is folly to undeceive. 

What I have already said is evidence 
of the truth of the third clause—that 
Syrup of Figs is a good thing to adver- 
tise. Most proprietary articles appeal 
exclusively to less than one out of a 
hundred of the population, mostly in- 
curables, and there are hundreds of 
sharp competitors in the field with sov- 
ereign remedies for the same diseases, 
appealing for patronage to the same 
unfortunates. But this article has a 
wider field, for apparently it appeals 
to all. The Fig Syrup Company, in 
their anxiety to reach the half-million 
or so of sick ones, did not forget the 
more than sixty-four millions of com- 
paratively well people. This is much the 
larger and better field and it has not been 
plowed to exhaustion either, The suc- 
cess of ‘* Plantation Bitters” I have an 
idea was largely due to the fact that it 
was claimed to contain ‘‘ nothing in- 
jurious,” and was strongly recommend- 
ed for people a little ‘‘ out of sorts” ; 
in other words, in seeking for the one 
sick person the ninety-and-nine healthy 
people were not overlooked. 

Sitinctnacetlliieie 
BARE FACED AND BARE HEADED. 





He advertised that he’d a plan,— 
The best one for restoring hair— 
‘To any poor, bald-headed man 
Who had the laugh of friends to bear. 
He offered his advice complite 
For fitty cents—a sum not big— 
And victims soon were in receipt 
Of this instruction; ‘‘ Wear a wig!” 

2 eo ——___— 
RESPONSIBILITY FOR FINANCIAL AD- 
VERTISEMENTS, 

From the New York Tribune. 

Paris, Feb, 28.—The Chamber of Deputies 
to-day voted urgency to a motion made by 
M. Boissy d’Anglas, member for the Nyons 
division of Drome, that newspapers be held 
or a Boge for financial advertisements pub- 
lished by them. The vote was overwhelm- 
a in favor of declaring urgency, standing 
335 for the motion to only 57 against, 
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CIRCULAR ADVERTISING. 





An advertising agent, who has been 
in the business for a great many years, 
has put a medicine on the market, and 
is advertising it very largely. He said 
to the writer, in the course of conver- 
sation, ‘‘ The money I spent last week 
on stamps was six hundred and fifty 
dollars.” 

““Do you do circuiar advertising, 
then ?” 

** Very largely, and I think it is good 
advertising. It is so good that former 
customers of mine, who used to spend 
thousands of dollars through me, now 
do circular advertising exclusively. 

‘*Now, mine being a medicine, I 
can circularize to good advantage, and 
do not have to choose my people. 
What I mean is this: Suppose that a 
seed house was going to put out a lot 
of circulars, it would be folly to give 
them to men, women and children in 
cities. What the seed people want is 
rural territory. 

‘* For a medicine man, the best field 
is the small towns, Competition is 
comparatively small, the people have 
time to read and think, and are much 
more easily influenced. 

‘** The circulars, to be worth anything, 
must be well written, and that means 
a good deal. They must be written 
by a man who understands human 
nature, they must contain instinctive 
adaptation to various grades of intelli- 
gence, and they must be readable. 

‘*T have found out that the best 
form is to publish a paper, giving mis- 
cellaneous matter, cuts and _ stories, 
with a skillful arrangement and mix- 
ture of ads. 

‘* People who get these papers, save 
them. They want to read the stories 
and look at the pictures, so they don’t 
throw them away, whereas they would 
promptly drop half a dozen circulars 
on the floor. Hood, Wells, Richard- 
son & Company, and now Doctor 
Greene have used and are using this 
means of circularizing. 

**I have seen men do what every- 
body thought the craziest sort of ad- 
vertising, and every one scoffed at it. 
But often the principle ‘fools rush in 
where angels fear to tread,’ has made 
great successes. Then I have seen 


shrewd, careful advertisers plan most 
thoughtfully, and weigh and consider 
everystep. Their advertising has failed 
most signally. 

‘**T am preparing to spend forty-five 
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thousand dollars in newspapers, as, 
after all is said and done, circular ad- 
vertising is but an auxiliary to news- 
paper work, The two, well done in 
conjunction, will command a success, 
whereas, one or the other would prove 
a fizzle.” 
eee ne nee 


PECULIAR READERS OF ** WANT” 
ADS. 





Every morning in the year, Sundays 
aud holidays excepted, from 10,000 to 
12,000 able-bodied men of military 
serving age peruse with apparent inter- 
est and concern, but with no expecta- 
tion of betterment, the newspaper ad- 
vertisements of ‘* Help Wanted.” These 
same persons have been doing this un- 
interruptedly for many years. Every 
one who knows anything about New 
York knows that the residents of the 
Bowery, Park Row and Third Avenue 
lodging houses are great readers. A 
taste for periodical literature and a dis- 
taste for protracted labor are their two 
best known attributes. 

Every lodging house tramp in New 
York, with scarcely an exception, is a 
fervent newspaper reader. Just as 
soon as he has skimmed over the head- 
lines of information from other coun- 
tries and other cities of the United 
States, he turns his attention to the 
‘“*want advertisements” and _ reads 
these carefully, Indeed, any clerk of 
a lodging house will tell you that the 
portions of newspapers not containing 
these advertisements are often thrown 
away, while the lodging house patrons 
seek these papers especially in which 
such advertisements are a feature. 

But the remarkable part of it all is 
that while all the lodgers diligently 
read all the ‘‘ want ads,” not one in 
fifty ever responds to the demands of 
the advertiser by calling. They merely 
read the announcements over, nothing 
more. Thus a Bowery lodger will 
early in the morning have every want 
‘‘ad” in the newspaper read, but 
should you be able to overtake him at 
noon and inquire how many places he 
has visited in search of work he will 
shake his head ruefully as he looks as- 
kance at the free lunch counter and tell 
you that he has postponed search for 
employment until to-morrow or the day 
after. 

It is not, however, in lodging houses 
only that this strange craze for reading 
over labor ‘‘ wants” exists. You will 
find it in an equally pronounced form 
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in any of the public libraries, where 
men wait their turn to peruse the ad- 
vertising columns of news apers, while 
the ordinary reading matter is neg- 
lected. Ask one of these library pa- 
trons how long he has been reading 
such announcements, and he will tell 
you the number of months or of years, 
as the case may be. 

Ask him if he has ever secured a 
position as the result of his reading, 
and he will shake his head. Ask him 
if he has ever tried to get a position 
which has been advertised, and he will 
also shake his head. Finally ask him 
why he does not at that moment start 
out and answer in person some of the 
advertisements. He will point to his 
clothes and say sadly, ‘‘ How could a 
man with such an outfit expect to get 
a place?” If you are of a curious 
frame of mind and desire to further 
prolong the conversation, you will add, 
**Didn’t that fact occur to you when 
you started to read the advertisements 
this morning?” You will get no an- 
swer. Your question brings the con- 
versation to a close. 

What is true of the lodging houses 
and the public libraries is true also of 
the parks, ferryboats, street cars, and 
cheap saloons. Among a certain class 
of unemployed men nothing in the way 
of periodical literature is so popular as 
the ‘‘ want ads,” but here again the 
case is the same. Those who read 
them most diligently and most regu- 
larly never seek the positions which 
apparently they covet. 

Their researches end with the perusal 
of the advertisements. They learn 
from these where help is wanted, and 
often what is paid for services of acer- 
tain specified sort, but this does not 
inspire them with the desire to delve 
any deeper in the matter, and they wait 
until the next day, when again the rou- 
tine of advertisement reading is gone 
through, 

It is not to be inferred that a major- 
ity of those who read ‘* want ads” in 
New York papers do not actually seek 
employment. The great majority do ; 
the great majority get it. No man 
who has stood at the door of a New 
York shop, salesroom, factory or store, 
and watched the eager faces of the 
crowds who, soon after sunrise, gather 
about the entrance in response to an 
advertisement, could ever for one mo- 
ment deny that the great majority of 
men out of work are but too eager to 
get again into the harness, but it is 
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worth remarking that the feelings 
which actuate them do not extend to 
many members of the lodging house 
contingent. This is a big town, and 
all kinds of people go to make up its 
population.— New York Sun. 
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AN ADVERTISING MAN’S STORY. 


**T see by the Sun that the Chicago 
Fair speculation in the Government's 
$2,500,000 gift of the Columbian sou- 
venir coin has been a failure, and that 
explains something that has been puz- 
zling me for a couple of weeks or so,” 
said a well-known advertising canvasser 
of this city. ‘* Soon after the Chicago 
gentleman who was sent here to work 
up the boom on these coins arrived in 
town, it struck me that it would be a 
good scheme to see him and show him 
the importance of advertising the sou- 
venir extensively in the paper I repre- 
sented. I found him in the swellest 
of swell quarters in a new hotel in 
Fifth avenue, and his magnificence 
dazed me. But he agreed with me on 
the advertising scheme, and said he 
would take a little space. I had meas- 
ured in my mind something like half a 
column of space, which I did not look 
at being a trifle, and so it was with 
some misgivings that I mentioned that 
space as being about what he would 
require. 

‘“** Half a column,” the Chicago 
man exclaimed. ‘Pooh! *We don’t 
want to bother with half a column! 
That’s nothing in Chicago, I want 
half a page, at least !’ 

** The cost was no object to him, 
and I drew up a contract, which he 
signed with a flourish, at the same time 
ordering up a bottle of wine. The 
date the ad was to begin was to bé 
agreed on at a future interview, as the 
agent said it would be a week or two 
before things were in right shape to 
take care of the people who would come 
tumbling over one another to get at 
those Columbian souvenirs. I left the 
luxurious quarters feeling way up in G. 

“A couple of weeks later I went 
around again to close up the deal, pro- 
vided everything was ready for the 
rush for coins. I asked the clerk if 
the Chicago gentleman was in. The 
clerk said he was not. Would he be 
in soon, did the clerk know? The 
clerk knew that he would not be in 
soon, 

***In fact,’ said the clerk, ‘he will 
not be in at all.’ And then he told me 
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that the gentleman from Chicago’s mail 
was being forwarded to another hotel. 
This hotel was a very modest east side 
caravansary, and there I found the cus- 
todian of the interests of the Columbian 
souvenier. He had made the change, 
he said for personal reasons. Things 
were not all in the shape just yet that 
he wanted them in to accommodate the 
rush that would follow the opening of 
the coin boom, and I should see him 
in the course of a week or so to get 
final orders for starting the boom. He 
asked me if I would join him in a bottle 
or two of beer, but I was ina hurry 
and couldn't wait. 

“*Ten days later I called at the east 
side hotel again, and was told that the 
Columbian souvenier coin boomer’s 
mail had been ordered sent to an ad- 
dress in a west-side cross-town street. 
This was the address of a_ boarding 
house, and I found the agent occupying 
a second floor, front apartment. He 
had come there he said to get more se- 
clusion for the working out of his plans, 
and he wasn’t quite ready yet to set the 
boom loose. Make it a week later. 
I made it a week later. Then I was 
told at this boarding house that the 
gentleman of the first floor front had 
ordered his mail sent to an address in 
a street a few blocks further down. 
Those eccentricities puzzled me, but I 
went to the new address. It was a 
house devoted to the requirements of 
those who: dote on furnished rooms, 
with breakfast if they want it. ‘The 
gentleman [ inquired for wasin. Third 
floor, back. I got to him, and he 
seemed real glad to see me. 

‘** Everything will be closed up to- 
morrow or next day!’ he exclaimed, 
joyfully. 

‘* That was good news, and I went 
away feeling glad myself. Three days 
later I went around to get final in- 
structions and turn onthe boom. The 
lady with half her hair down her back, 
who came to the door, said the gentle- 
man was gone. 

*** Bo you know where I can find 
him ?’ I asked a little nettled. 

*** Well,’ said the lady, he’s ordered 
his mail to Chicago. You might find 
him there.’ 

‘*My experience with the Chicago 
souvenir coin boom was still puzzling 
me when I saw the news in the Sux 
that the boom had run to emptyings. 
Now things are plain. I shall keep 
that advertising contract, though, as a 
Chicago souvenir of the Fair,”—Sun, 


HOW AN ENGLISH ADVERTISER 
WAS SWINDLED. 


Of course, circulation is a prime test 
of value in an advertising medium, 
and, as a rule, a published guarantee 
of circulation is to be relied upon. An 
acute advertiser will occasionally take 
considerable pains to verify the state- 
ment of canvassers. ‘Thus, 1 know of 
one instance where a large advertiser 
said to the representative of a certain 
pericdical who had quoted a large cir- 
culation: ‘‘ If you can prove that I 
will give you an order for £800 worth 
of advertisements.” 

The canvasser glibly promised, and 
returned to concoct with the manager a 
suitable imposition, The advertiser 
was taken to the machine-room when 
the paper had gone to press one night. 
The foreman and machine-minder 
were duly instructed in their parts. 
‘The foiders, upstairs, were promised a 
douceur for a display of special energy, 
and then the farce began. ‘The adver- 
tiser was allowed to count the copies 
taken from the press in five minutes. 
A simple calculation showed the num- 
ber per hour. 

** When will the edition be all print- 
ed ?” asked the advertiser. 

‘** Ten o'clock to-morrow morning,” 
was the reply. 

The ingenuous foreman omitted to 
mention that in half an hour’s time the 
machine would be stopped and would 
not start again until eight in the morn- 
ing. The folders, hard at work, were 
finishing copies at a rate which seemed 
to agree with the statement of the ma- 
chine-man, Fully satisfied, the adver- 
tiser retired with the canvasser to a 
restaurant in the Strand (I know the 
very room where the transaction was 
completed), gave the order, and in due 
course paid the bill on presentation.— 
Tid Bits. 





+ + +—_—_—_ 

Bic type in an advertisement is like 
a shout in conversation. I see plenty 
of advertisements that are one ear- 
splitting screech from start to finish. 
Of course, where everybody yells, you, 
in a measure, get used to the din. 
I've seen operatives talk together in 
the weave-room of a cotton mill, 
where all was a babel of noises to me. 
They seemed to enjoy it. No doubt 
the advertising howlers get used to it 
—so do their readers. So do eels get 
used to being skinned.—J/. M/Z. Gil. 
lam, 
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HEAVY LITERATURE, 


Wife—Mercy, William! where did all that paper come from? 
Husband—It’s the advertising pages of this magazine I've been 
tearing out, so I could hold it more comfortabiy.—Puck. 


Miss Naive—It must be great fun 
writing a joke and sending it in to a paper. 
Spacer—Yes, it is. It is only when it is re- 
turned to you that you find out it is no joke,— 
Life. 
‘*Here’s a shocking lack of reci- 
procit x 
hat’s up?”’ 
“T’ve looked all through the Bible, and 
there isn't a single verse about the Mai/ and 
Express.” —Puck. 


A Suitable Punishment Suggested.— sax 
Hazen should be borne outside the boun- 
daries of America on a rail (a very slivery 
one), and there be ingloriously put to death. 
To kill him within the confines of civiliza- 
tion would be dangerous in the light of the 
cholera germ’s fearfully luxuriant growth in 
the vicinity of abnormally putrescent car- 
casses.—San Francisco Newsdealer, 


Died of Rage.—Spaceryt: I shall 
have to change that obituary of Joblots. 

Editor—What is wrong with it? 

Spaceryt—It says he died in the “‘ attitude 
of prayer. It turns out that he broke a 
blood vessel while looking under the bed for 
hiscollar button.— 7own Topics. 


Wanamaker’s Latest Bargain.—The 
Biggest Postage Stamp for a Cent ever Of- 
fered.— Puck, 


A lady, blonde, refined, accomplished 
in Celtic ballad: desires an appointment to 
cook in the family of a gentleman of social 
and political influence, whose wife's receiv ing 
days do not conflict with her own. Children’s 
and guest’s meals extra. Would remain not 
less than three years if satisfied. References 
exchanged. 4 Mulligan Flats, Murphy's 
Bell.—Zi/e. 


So He Had.—Editor (reaching for 
his walking stick): So you are the person who 
sends the poems from Polecat Hollow? 

The Poet (with pride)—I am he, indeed ; 
and I came down to subscribe for your paper. 

Editor (agitated) —Oh—er—allow me then, 
sir, to present you with this cane, as a token 
of my esteem! I purchased it expressly for 
you.—Puck, 
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*“What are you 
going to call your new 
aper?” asked the 
fri iend who had dropped 
in to see the ars 
young journalist. 
Palladium, was my = 


ply. 

* That's a good name 
for a newspaper. By the 
way, what is the mean- 
ing of the word?” 

et eo agy 
means—why, you know 
what a palladium is, 
don’t you?”’ 

“Re, - m asking for 
information.” 

“Well, that’s good 
one on you, Lived in a 
civilized community all 
your life and pretend 
you don’t know what a 


palladium is!” 
“I’m in earnest. 
What is it?” 


“ Why, a palladium is 
—Great Czsar! Look 
at that dog fight !”’ 

* Saved !’’ howled the 
young journalist, pouncing on the dictionary 
the instant the door closed on his visitor’s re- 
treating form.—Chicago Tribune. 


Sensational Journalism.—Reporter : 
I have a big story. We'll have to rush out an 
extra, 

Editor—What is it ? 

Reporter—There was a washouton Broad- 
way during the rain last night and some of 
the pavement was exposed to view.—Puck. 


‘** The last thing I sent to Life,” 
said Melancholicus, “was accepted imme- 


dita! !” cried Scribe in astonishment ; 
” a was it?”’ 
‘“*A check for an annual subscription,”’— 
Life. 

A writer in a rural exchange says 
that he saw ‘“‘ two men starting for town with 
a gray horse and sleigh seated upon a box con- 
taining holes that had been made with a two- 
inch auger going after a pig.”” How’s that 
for construction ?—Schenectady Union, 

More Money In It.—Mrs. Poeticus : 
Isn’t this hat a m, dear? 

Poeticus (sadly, as he looks at the bill): I 
wish I could write that kind.—Puck. 
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Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. 
Must be handed in one week in advance. 


WANTS. 
DS for NEW ENGLAND POULTRY, at_5c. 
per line. R. 8. SIDELINGER, Gorham, N.H. 


Warts D—Visiting cards « cards engraved to order. 
ae and samples. COHEN CoO., 
Richmond, 


NY person advertising in PRINTERS’ INK 
ANS fhe amount < $10 is entitled to receive 
the h.4_, for one year. 

ANTED—Competent pr pressman for cylinder 
ving referen es and 


Address, 
wages, PTIMES-DEMOCRAT, OCRAT, Lima, “a 


LIXIR RHUMATIQUE is : is sure cure for rheu- 
4 matisi e want nts everywhere. =” 
to LA VILLE LABORATORY, Springfield, 








350 PRINTERS’ INK. 


We speserions ive Tadyerts of aivertie- 
novelties an wegen a vert schemes, 
bg pay for all accepted. ELAS Modesto, 


Tz ED $300 to help advertise ggg now 
article. Special a ren. 

stamp for particulars tt. a 
ters’ Ink, 

ANTED—Canvassers to obtain subscriptions 

and advertisements for a new FIEND, 
magazine. Address THE PILOT AND FRIEN 


Dame EVERY WRITING IN LARGE 

ERS. Profitable. superior method ex- 

pane free. THE EXPRESS DUPLICATOR, 7 
y St., New York. 


ro KNOW WHAT IT IS IS TOWANTIT—THE 8m 
PRINTERS’ AKT—a book for printers. #1.00 is 


in a $1.35 in cloth. Write to STEWART, 


Salem, Mass., about it. 


7 ANTED —Persons sufferi to wend tbe. for from tender or 
ae feet, to 
mn 


bu less a 
“ WILCOX,” care Printers’ Ink. 


ANTED—To purchase a complete outfit for 
making small-sized photo-electric engrav- 
either new or second-hand - good order. 

Address J. D. CLARK, Scranton, Miss. 


\ TANT ADVERTISEMENTS in PRINTERS’ INK 

under this head, four lines (twenty-five 
words) or less, will inserted one time for one 
dollar. For additional —— or Lae yoy in- 
sertions, the rate is 25 cents a Tine each 


E WANT NOVELTIES Staple an and gui 
selling ot articles, to 
RUSKIN & CO., CLEVELAND, 
O., Brokers ca Mfgs. Agents. nufacturers 
desiring a & weed represemeative in this market, 
ry ro ny Be 


Wane D--A sober, reliable and competent 
all-round jobber and pressman, able to 
Syasoen jobs and take charge of office. Married 
adrion sinling wages ¢1 | RECORDER, 
Tess, wages & 
Potsdam, 


N advertising canvasser in one of the smaller 
a can hear of a good chance in New 
York on a: 1 paper. Com- 
mission iberal, and re. ee thorough well 
known. Room 14, 19 Park 
lace, 7 wa 


Wy Aseinaron CORRESPONDENCE — Origi- 
nal, accurate, timely, y, Someng every live 
Washington topic ‘of inte pe-written let- 
ters. Publishers, send us order ; we can 
aon 270. MILTON 7. ‘\DEINS, 681 Tenth St. be 
Washingto: C. 





ane wanted to handle P. Kendrick’s 
Great Pile Exte aan an entirely new 
Seporers for » x cure of Bleeding, Lump and 
—— 1 Piles. re guaranteed. Testimonial 
pane hiet sent on hay De Sole proprietor, 
NDRICK, Trenton, N. J. 


AQ MANAGER for Chicago and 
the West on established n age ye —— 
tion. Must be hustler, capable of work 
putting others at work. Should clear 100 : 
Address, with references and experience, 
"spor CASH,” care Printers’ Ink. 


A® pavertising SS solicitor e empleo -, ony 
4) nearly sworn circulation 
change to improve condition ; 14 years’ p= 
ence on daily posers in same city ; four years in 
nt ition. Correspondence solicited. Ad- 
Gress “ SOLICITOR, C. G.C.,” this office. 
OB OFFICE crowded with work, large rail- 
road ont gtter contracts, wants progressive 
oreman. modern ideas, experionce and 
pus! to tale $000 interest (as guarantee of 
Poantys in $10, stock company, baying. &' good 
dividend and salary. Box 318 Box 318, Savannah, Ge, 


y Gis pert editor, AS advertising pai 

manager (ex \ r, or pu er, 

an Irishman, 28, at nt manager in Tonics 
{- Siverting firm. Eight years’ 


Us vei ty mS lary to commence. 

se MANAGER ? care of Harrison 
& Son’s tains Offices, 12 Paternoster Row, 
London, England. 





W ANTED—Experienced advertising papeties 
who has ideas to solicit for a live J and 


weekly news rin city of 16,000. Yo 
preferred. Address TIMES DEMOCRAT. 0. 
Ww ap mngn ioscan: Rp ph Ann Pl a gr 
envelopes to agents or any le in 
yo = own ads), for $1.00 per M, , Sx ; 
per uM. Cash with 0 ‘this 


50 
includes a $ fen BS ad, % lines, 200 —~ By 3 months 
ft r, Ai Friend ; circulatio 


15,000, "Our aut de (Geo, Rowell & 
a agen’ . P. Rowe 
0 fitter & Co., C 


Co., N. ii oy. N. Y.; Chas. H. in Go, Cnt. 
, Bich ADVG. Saiias Pubs. of AGENTS’ 
'RIEND, Asiatic Bldg., dg., Salem, Essex Co., Mass. 


“ADVERTISING SOLICITOR — - Wanted, 
enjoying wi le aequaintan: 


ia 


— high-class magazine ublication. ‘of large 
circulation ; must Ne oj of pleasing ad- expe- 
Senced, capable and ag; ve; of 
dress and great personal m “yo 
talker, amply conversan with ct subgoct of 
vertising to discuss intelligently its every 
ay and detail. To such a man we can offer 
as S inducements _ others o—e not apply. Ad- 
giv ng pes cuperta mee and references, 
Tne WORED FINDE ,” care Printers’ Ink, 


~ 


<2. 


ADVERTISING NOVELTIES. 
Twenty-five cents a line. 


py ed Fousnare | for ,Stvertting ope 

premium purposes. n 

rices i pactioniars.. WiLLLaM c. C. AYER, 25 
bora St., Chicago, Tl. 


LOCKS for advertising purposes, by the hun- 
C dred or Seana nd ; Paper-welght cloc clocks oan 
ae on d 
CLOCK Co., 49 Maiden Lane, New You. 4 


Pore pe CIGAR CAMERA, the most 
unique novelty of the on roduces a picture 
while ogy © — a — close — = 
circular, and — 
PARISIAN 2 NOVELTY Co M6 Co dt St.) NY Z. 


ae 3 the purpose of inviting announcements 

f Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted ‘under’ this head once for 
one dollar. Cash with order. More gg con- 
tinued insertions 25 cents a line each 


Ah and dealers in Novelties, Sani or 
Domestic, should not fail to include our new 
Gold Novelty Watch Cha 
their annual catal 


rm Calendar Locket in 
es or circulars. Also news- 
paper publishers should include them in their 
remium lists, its and electros free. Liberal 

rms to the — For —— circulars 
ate — , % G. STAUFFER, Bachmanville, Dau- 
phin Co., P: 





MISCELLANEOUS. 
Twenty-five cents a line. 


7 AN BIBBER’S 
Printers’ Rollers. 


| Piel INKS are the best. New York. 


R42 TABULES cure dizziness, headache, 
t y; and torpid liver. 
APER DEALERS—M. Plummer & Co., 161 

P Millia — »N. = vs aE erery, tind of paper 

rs and pu! ers at lowest pri 

Full ee quality of Printers’ Ink. — 

THE By “HANDY BINDER” for PRINTERS’ 

Tax an admirable device for the posers 
te § your copies of PRINTE Ink ‘an 

—- and serviceable. We will wa 


of 60c., the cost of the “ oe ler.” 
Kadress 2 PRINTERS INK, 10 Spruce St., N. Y. 


. AT ives APPLIANCES. Overhead Railways. 
have a 2S in — _ 15 eter Have sold 





Liberty 8t., New York. 











eee 





—- 





--—-- 


<r weet 








ADVERTISEMENT CONSTRUCTORS. 
Twenty-five cents a@ line, 


66 THATS MY BUSINESS” building “ads.” 
MITH, 59, Trust Building, W n. 


A Metorién Sn palatable and a@ little rac 

rhe’ es le ying 
Poss your plate, please. JED Scanbo 0, Sta- 
tion W, Brooklyn. 


J= a bit of border, nic nice Rw ~ 4 of type, 
takes the reader’s goney. om his cash 
gripe. CHARLIE NELSO) Naito ‘em, “ Ads” 

wit po Cy ten for seven and a half, or 

one do! ox 2087, Ss San Francisco. 
$101 IN aaa i PREMIUMS to advertise- 

e ment writers. The 

will pay One Hundred Dollars cash pre- 
p= for —_ and 0! advertisements of 
their business. For om gpocy cations and Suser pee. 


ticulars address PECK, Secretary, 
Warren 8t., New York. 





ILLUSTRATORS AND ILLUSTRATIONS, 
Twenty-five cents a line. 


ANDSOME ILLUSTRATIONS for 
alogue, 2c. AM. ILLUS. CO., 


rs Cat- 
poark. NM. J. 








SUPPLIES. 
Twenty-five cents a line. 


VAN BIBBER’S 
nters’ Rollers. 


L=** INKS are the best. New York. 


66 PEERLESS” CARBON BLAC 
For fine Inks—unequalled— Pittsburg. 
r|.HIS PAPER is printed with ink manufac 
Cored ta eo WY . WILSON PRINTING INK 
&.. Suaee 10 Spruce St., New York. Special prices 


APER DEALERS—M. Plummer & Co., 161 
William St., N. Y., sell every kind of paper 

used by printers and publishers at lowest pri 
Full line quality of Printers’ Ink. 





BILL POSTING & DISTRIBUTING. 


Twenty Sve cent: cents a line. 


ATIONAL Live ‘Stock Ex Exhibition Weshing- 
ton, D.C. Write F. McC. SMITH, 59 Trust Bl 


DVERTISING matter distributed and mail ~4 
STANDARD ADVERTISING BUREAU, Box 
’ , td 
| 45 you bows circulars, &c., to distribute, write 
ETEE, Muskegon, Mich. ‘Faith- 
ful LaF 1. 50 per M. Ref. from banks orany 
class of business men you want. 


Fes the o parpene of inviting announcements of | 
dresses of local bill posters and distrib- 
utors, & lines (12 words) or less will be inser 
twice under for one dollar, or | 
three months for #6.50, or $2%a year. ( wi 
the order. More space 25 cents a line each issue. 


At 





ADVERTISING AGENCIES. 


Twenty-five cents a line. 
F you wish to advertise an here 
] Tat A time, write to the Boe. ROW WELL 
SING CO., 10 Spruce 8t., New York. 
— 


ADDRESSES AND ADDRESSING. 
Twenty-five cents a line. 
OW much for 5,000 names and addresses of 
Baltimore’s married men and soap ! Com- 
pet ss from tax-books for 1892. Add “KE. M.,’ 
vert St., Baltimore, Md. 
SS(Q)\NLY 2,500 persons can now a, be 


of en 
pen Go 
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i § Fa) oa NAMES, 2,000 male 
to house canvassers’ 
r ao Lists ; trade at 


2,000: 





low 1 pa Oe ANE ALLING & CO., est 13th 
8t., New York. 
PEBsoNs who have facilities for b: ad- 
Fg noe and consumers into cara rough 
lists of names and them 
in 4 lines, 25 words or less, ‘unde r this head once 
for one dollar. Cash with order. More or 


continued insertions 25 cents a line each ie. 


- 
+o 


FOR SALE. 
Twenty-five cents a line. 





LETTERS to sell. Address Box 1238, 


30, 00 Providence, R. |! 7 


G AZETTE ADVER’T RECO A game + a papers, $1. 
3 Testimonials. GAZETTE, rd, Pa. 


im ILLASTEATIONS for “0 papers. Cat- 
alogue, 2c. AM. [ 8. CO., Newark, N. J. 


YRINTING OFFICE At ; BARGAIN—In good 
location in this city. gas sipped fo ‘or on 
eral job work. Price 7“ “OP 
TUNITY,” care Printers’ Ink. a 
{OR as 2 copy py of the Fy Newspa- 
‘or 1892. Price five dollars. 
ha capringe 1 maid. Am. GEO. P. ROWELL 
& CO., Publishers, 10 io Spruce St., New York. 
NSE NEW Babcock cylinder a 32x46 ; 
Washington hand press, ;Li 10x15; 
2-horse engine boiler and wate r taster. "Cause! 
consolidation. JOURNAL, Canastota, N. Y. 


OR SALE-—A weekly newspaper wing 
I mining camp in Idaho. eo tt -: 


eq ~~ yt wsand job — doing good busi. 
ness in both d its. mist f i, ~f for 
daily. padrese® IDAHO,” care 
820 000 00 will buy an interest in an es- 
tw e tablished, ———_ ary and 
ll pay the investor $4,000.00 yearl. 
p= a, peeves ded he isa ca) ie man. 
COLLIER, No. 


Ee oni. app y-y Address 
way, 
COUNTRY NEWSPAPER and job office 
combined ; only paper published at county 
A new and rapidly growing town in 
in; is the leading and 
y; independent in poli- 
a year terial used 


office and a ~~ outfit 
and — #, al for $2,500 cash. Ap to 
“ OREGONIAN,” care Printers’ Ink. 


onmmnniiliiines 
ADVERTISING MEDIA, 





Twenty-five cents a line, 


1 50 For 5 lines 26 days ; 6 days, 50 cts, EN- 

$ oo Peewee Brockton, Mass. Circ. 7,000 

ro bod Cilcsdged invests it. THE 

eve’ y. vestmen’ 

a VEN NEW: 

BREEZES in March will bri ou 

25 5,000 At May & June showers. Guu & 

!10c. per line by 18th. Breeze Pub. Co., Augusta, Me, 


I os pve TIMES—The foremost 


tisers guaranteed net circulation daily. 
H. D. Cos’ TE, rn Representative, & 
Park Row, New York. 


‘OLUMBUS, Central, South Southern, and Southeast- 
ern Ohio offer a rich field tor advertisers. 
THE OHIO STATE JOURNAL—Dai 
b> ed 17,000, and Weekly, 23,000—cover the 
Au leading advertisers use it. 


\LASSIFIED ADVERTISEM ENTS in PRINTERS’ 
/ INK in with a two-line yg but have no 
5 Le = headings of Advertising 





aerasen, 4 lines (25 ween or less) will be i in- 

mce or two lines (12 words or less) twice 
panies the order. 
charged 25 cents 


for one “dollar if the cash accom 
Additional space or ions 
@ line each issue. 
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SEED advertisers figure prominently 
nowadays in the advertising world. In 
the March Century thirteen full pages 
are occupied with announcements of 
seeds and plants and thirty-six different 
advertisers are represented. This is 
certainly a very creditable showing for 
any line of business. Seedsmen are 
also good patrons of the printing office, 
and their voluminous catalogues with 
gaily colored plates are not equalled 
in some respects by dealers in other 
kinds of goods. 

The seed business is one which adapts 
itself readily to mail order transactions, 
and about the only satisfactory way of 
promoting these is by magazine and 
newspaper advertising. In aiming for 
mail orders it is important for the ad- 
vertiser to interpose as few obstacles 
between his customer and himself as 
possible. For example, it should be 
made very plain just how the money 
should be sent, and in what shape the 
* goods will be received. Indefiniteness 
may lose the order. An advertisement 
that seems to answer the requirements 
in this regard is that of the Dingee & 
Conard Co. in the March magazines. 
It bears the heading : 





Roses sy MaIL 
On Their Own Roots. 





In the upper left-hand corner of this 
announcement is a cut showing the rose 
plant as sold, and in the lower right- 
hand corner is a picture of the plant in 
bloom. There is also a cut of the box 
in which the roses are shipped, show- 
ing the number of stamps required to 
carry it, etc. The following reading 
matter makes the case still plainer to a 
doubtful reader : 

If you live on the other side of the conti- 
nent, you are enabled to buy the roses you 
love best, from rose headquarters, as easily 
and satisfactorily as though you were our 


We 


y the 


postage 
and guarantee the safe delivery of the flower: 


next-door neighbor. 
all you have to do is to plant it in pot or gar- 
den, and it will grow and bloom as sturdily as 
it would in the home of its birth, 

All this careful explanation of detail 
is in the direct line of business making. - 
The customer knows exactly what to 
expect and how to get it. If he were 
left in doubt as to some detail he might 
never take the trouble to write to the 
advertiser for an explanation, and the 
transaction would be lost. 





STEWART, a Cincinnati clothier who 
takes large space in some of the local 
dailies, endeavors to devise as startling 
headings as possible for his advertise- 
ments. ‘‘ Black Friday Sale” is an- 
nounced in the space of a full page, 
surrounded by an inch-wide black bor- 
der. ‘‘ Bloody Week” is another cap- 
tion in heavy type. ‘This is followed 
by such alarming statements as these : 
‘The horrible murder discovered ! 
We are the guilty wretches. We will 
wager $1,000 that more Bloody Cloth- 
ing was turned into cash by us the past 
week than in-all the Clothing Stores of 
Cincinnati.” It is not known whether 
the author of this effusion is an *‘ ad- 
vertising expert,” an ‘‘ idea builder,” 
or an ‘‘ ad-smith.” 





PUBLISHERS have enough trouble of 
their own without becoming entangled 
in the disputes of their advertisers. 
Occasionally an advertiser shows a 
disposition to attack business rivals in 
his newspaper announcement, and the 
publisher’s position in such cases be- 
comes a delicate one. The former's 
argument is that he is responsible for 
anything he may say, and that, as he 
has bought the space, he is entitled to 
make any use of it he chooses. But if 
the attacked party is also an advertiser, 
the publisher usually recognizes that it 
is poor business policy and virtually a 
breach of faith to print an article in- 
tended to injure his patron. 

The vigorous war carried on be- 
tween some of the baking powder 
companies, not long ago, was a case 
in point. One of these concerns, it is 
said, in the effort to protect. itself 
against the attacks of rivals, inserted 
a clause in all contracts requiring pub- 
lishers not to accept the advertising of 
any other baking powder. 

A more recent instance is that of two 
cigarette concerns, each of which has 
been doing liberal advertising in news- 
papers. In several of the Washington 




















dailies during the past week was pub- 
lished an advertisement paid for by the 
Admiral cigarette people. It had posi- 
tion in the first column of the first 
page, and in appearance closely re- 
-sembled a regular news article. The 
head-lines, as they appeared in the 
Washington Post, were as follows : 


CONTROLLED BY THE TRUST. 


Why Tobacco Jobbers Do Not Handle 
the ‘‘ Admiral ”’ Cigarette. 


Dealers All Admit that the Popular Brand Is 
in Great Demand and that They Would 
Like to Sell It, but Are Prevented by 
Unscrupulous Means Resorted to 
by the Trust, Which Fears Honest 
Competition—More Damaging 
Disclosures Promised. 

The body of the article purported to 
be a series of interviews had by ‘‘a 
Post reporter” with various tobacco 
dealers in town. The only mark indi- 
cating that the article was a paid-for 
advertisement was a double rule at the 
end. To the uninitiated reader, how- 
ever, the significance of this would not 
be understood. 

When the publisher of the Pos¢ had 
his attention called to the injustice of 
accepting money from an advertiser 
and at the same time printing articles 
or advertisements calculated to injure 
him, he made this explanation : 

‘* We never permit one advertiser to 
assail another—we had this experience 
with the baking powder companies. 
In this instance, however, we had no 
idea the Old Dominion Cigarette Co., 
who are advertising with us, had any 
connection with the American Tobacco 
Co. (referred to in the Admiral Cigar- 
ette Co’s ad), else the use of their 
name would not have been permitted.” 

The justice of Mr. Wilkins’ position, 
as indicated here, is recommended for 
the consideration of publishers in 
general. 





Mr. Draper, of the G. P. Rowell 
Advertising Co., says that the Wash- 
ington (D. C.) Star carries more ad- 
vertising in inches than any other daily 
(not Sunday) in the United States, ex- 
cepting the New York World. 





A sTocK company has been formed 
in Boston for the purpose of putting 
out advertising matter on toilet paper. 
The advertisements will be duplicated 
on every fifty inches of the roll. 
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THE ADVERTISER’S LOOKOUT. 





Nos. 10 AND 12 N. Cuarvss St., 
BaLtimoreE, Feb. 23, 1893. 
Editor of Printers’ Ink: 

In a contract between advertiser and pub- 
lisher for the insertion of an advertisement in a 
pe ge ape number of the issues of a periodi- 
cal, the advertiser has the privilege of chang- 
ing copy at will. 

Please advise if it is the rule that the pub- 
lisher must give notice to advertiser of each 
issue and ask for copy ; also advise if it is not 
the rule that in the event of advertiser failing 
to send copy for any issue, the publisher in- 
serts the same advertisement as appeared in 
preceding issue. Yours truly, 

J. H. Witson Marriott, Sec’y. 

P.S.—The advertisement in question was 
to be inserted in a publication which appears 
regularly each month; a fact of which the ad- 
vertiser was aware, as he specified each month 
in his contract. 


The publisher is not required to ask 
advertisers for fresh copy for each 
issue unless it is specially stipulated. 
If the advertiser fails to send new 
copy, the publisher is justified in in- 
serting the previous advertisement. It 
is the advertiser’s business to see that 
the publisher is supplied with fresh 
copy, if a change is desired. 


os 


HE DESERVES IT! 
New Encianp Farmer, } 
Boston, Mass., Feb. 13, 1893. 
Editor of Printers’ Ink: 

John Smith, of this city, is an advertising 
man in the employ of the B manufacturing 
company. He has held this position for seve- 
ral years, and it is a matter of common knowl- 
edge. For two or three years I have had 
dealings with him as the salaried advertising 
man of this house ; and.in conversation with 
me and my advertising solicitor his relations 
to this house, as its salaried advertising man- 
ager, have been unquestioned. At the same 
time he does some miscell busi as 
an advertising agent. 

On the e2sth of January, in full knowledge 
of the fact that I knew that he was the adver- 
tising manager of the B manufacturing com- 
pany, he sent me a letter written under a 
printed letter head, ** Jobn Smith, Advertis- 
ing, 25 North St., London, Mass.” In that 
letter he asked me for the lowest net price for 
space in my publication, saying: ‘* This ad- 
vertising is from one of the largest concerns 
of the world, and is exclusively controlled by 
me, so that any special price = may quote 
me for this business will not be used against 
you, and will not be considered precedent 
in placing future business, Will you also in- 
form me what you are disposed todo in the 
way of reading notices for this client, whose 
advertising is of a nature to interest and in- 
struct your readers?” ‘ 

The nature of this letter led me to infer 
that this advertising was not the business 
of the B manufacturing company, which I 
have had regularly for several years, at the 
hand of Mr. Smith, and I consequently re- 
plied to him, giving him my regular advertis- 
ing agent’s commission. e then took my 
letter to the manager of the B manufacturing 


SADLER PuBLisHiInG Company, 
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company, showing them that he could get ad- 
vertising in my columns at the regular rate, 
less advertising agent’s commission. 

When I found what seemed to mea trap 
that I had been led into, I at once notified 
him that I should decline to accept any of the 
B manufacturing company’s advertising at 
the price I had quoted, and that if I had it at 
all, it would be at my regular gross rates, 

Was that a proper and business-like course 
for me totake? Orshould a large advertiser, 
employing a special advertising manager, be 
entitled to an agent’s commission ? 

Yours truly, Geo, M, Wurraker, 


Your error lay in offering to give a 
commission to a person who (it is evi- 
dent from what you say) is not a 
recognized advertising agent. If every 
Tom, Dick and Harry who prints the 
words ‘‘ advertising agent” on a letter 
head, is to be allowed the agent's 
commission, it is no wonder your cus- 
tomers, who send their business direct, 
feel that they are being wronged. You 
surely would not expect the B manu- 
facturing company to pay a dollar 
cheerfuliy for a service that they knew 
you would perform for seventy-five 
cents for the C or the D manufactur- 
ing company if ordered through Smith, 
the salaried clerk of the B company. 


<2 


A CURIOUS HALLUCINATION, 
FRANKLIN Putnam, ) 
Manufacturer of Photographers’ Supplies. 
New York, March 1, 1893. f 
Mr. Geo. P. Rowell: 

I have just read with much ‘interest in the 
current issue of Printers’ Ink your ‘ Re- 
sume of the Printers’ Ink Case.” 

It certainly must be considered a remark- 
ably concise and lucid statement of a remark- 
ably complicated case, and apparently without 
malice. 

In my private opinion I differ with you, 
however, as to the “‘origin”’ of the persecu- 
tion of Printers’ Ink; you assign it to “two 
clerks in the Department” at Washington ; 
but I have always thought that it originated 
with a business rival, and was the outcome of 
a ‘‘ Philadelphia idea,” Yours truly, 

FRANKLIN PUTNAM, 














ADVERTISEMENT IN A COLORADO 
NEWSPAPER, 
From Life. 
Ss. ————, the eminent revivalist, 
will lecture in Durka Hall, Sunda 
afternoon next, on ‘‘ From Hell to Heaven.” 
The elevator will run from 2 to 4. 
JOURNALISTS TO THE FORE, 
From the Baltimore Heraid. 

Three of the newly-appointed Cabinet ofh- 
cers, Messrs. Lamont, Morton and Smith, 
are, or have been, newspaper men. Jour- 
nalism is a great and ennobling profession. 

ncdaseiaaialiiinls ae! 
AN ACTOR'S ADVERTISING, 
From the Joplin (Mo.) Herald. 

J. K. Emmett's advertising bill in Chicago 
last Sunday was $1,280, principally for news- 
paper space. 








IN FAVOR OF ORGANIZING. 
ADVERTISING DEPARTMENT. 
Jos. Dixon Crucrsie Co. 
Jersey City, N. J., Feb. 25, 1893. 
Editor of Printers’ Ink: 


The idea that occurred to Mr, Cochrane, 
and expressed in his letter in Printers’ Inx 
of February 15, is well worthy of careful cul- 
tivation, 

It might be developed into ** An Advertis- 
ing Managers’ ’’ Club, that would be of great 
benefit to advertisers, and indirectly a benefit 
to all reputable advertising agents and agen- 
cies ; but, like a good rope, it will entirely de- 
pend upon the strands. Gro, E, Lona, 
+o 








THE BEST COLOR FOR A NEWSPAPER. 
From the London Spectator. 


The Westminster Gazette, the new evening 
Liberal paper, which seems to us as good as 
evening papers are, invites comments upon its 
color, ashade of green, which Carlyle would 

robably have considered a compliment to 
obespierre's complexion, The managers, 
however, consider it restful to the eyes, and, 
therefore, easy toread. We do not. Green 
is restful, undoubtedly, but if the managers 
will look at coal dust on a meadow they will 
see that black upon green is not good, Read- 
ers want to sce the letters easily, not the 
peger 
ink paper burns the types much less, but 
the color which of all others throws ink into 
best relief is saffron yellow, It is abominably 
ugly, but if the editor of the Westminster 
Gazette will look at any of the Sanscrit man- 
uscripts on arsenicated paper in the British 
useum, he will see that intense yellow 
throws up even fine black lines. This is an- 
other shade, a kind of putty color, used by Mr. 
Quaritch in his wonderfully cheap Arabic 
edition of the Koran, which makes type quite 
strangely clear, It may, however, require a 

special ink, 
“ 


SIMPLICITY OF STYLE, 
From the Engraver and Printer. 

Publications ordinarily undertake to meet 
the wishes of their advertisers to the fullest 
extent by the use of such lines of type as may 
be selected. On the other hand, where no 
choice is expressed, a great deal of the selec- 
tion rests with the publisher, who can direct 
the general style of type used, That plain 
type is desirable and effective for advertising 
pages is shown by the fact that it is used large- 
y by advertisers whose expenditures are 
among the thousands of dollars. Among the 
styles of type which can be used effectively as 
leading display lines are old-style Roman, 
Italics, light-faced Gothics, French old style, 
and Latin antique. Not only are these types 
well adapted to advertising pages, but also to 
the very highest de of artistic work. 

Another essential to simplicity is the care- 
ful use of decorations, Ordin bent rules 
and erratic ornaments are not admissible un- 
der any conditions. It is sometimes desirable 
to use straight rules, underscoring important 
display lines, There are many typographic 
ornaments, such as geometric forms and con- 
ventional designs, which can always be used 
with artistic effect, 

It is no ay matter to overcrowd com- 

sition with fancy types, rules, and flour- 
ches, and the use of brilliant -iaks, On the 
other hand, a proper and effective use of plain 
types with a few decorative features produces 
artistic work of absolute merit, 








—— 
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KIND WORDS. 





PRINTERS’ INK is under obligations to the follow- 
ing publishers for kind words in its behalf during 
its struggle for right under Mr. Wanamaker’s 
administration as Postmaster-General. 


New York, March 3rd, 1893. 


ALABAMA, 


Bessemer, “ey Bessemer. 
Columbiana, Shelby Chronicle, 
Huntsville, Argus. 
Mobile, News. 
Montgomery, Journal, y 
State Review. 
ARKANSAS, 
Conway, Log Cabin. 
Forest City, Forest City Times. 
Fort Smith, Times. 
Hot Springs, Arkansas Thomas Cat, 
Morrillton, Headlight. 
CALIFORNIA, 
Alameda, Encinal. 
Azusa, News. 
Corina, Argus. 
Grass Valley, Tidings. 
Long Beach, Breaker. 
Los Angeles, Times, 
Maxwell, Mercury. 
Monrovia, Messenger. 
Napa, Journal. 
Oa land, Echoes. 
Enquirer 
Pacific Health Journal, 
‘Times. 
Tribune. 
Orville, Era. 
Paris, New Era. 
Paso Robles, Leader. 
Redwood City, Times-Gazette. 
San Diego, Vaion. 
San fom Mercury. 
San Francisco, Coast Review. 
Egoism. 
News Letter. 
Wave 
Weekly Visitor. 
Western Witness. 
Santa Ana, Blade. 
Santa Cruz, Surf. 
Santa Maria, Graphic. 
Vacaville, Enterprise. 
Vallejo, Evening Chronicle. 
Ventura, Observer. 
Wheatland, Four Corners. 


Winchester, Plowshare and Pruning Hook. 


Recorder, 
COLORADO. 
Barnun, Citizen. 
Boulder, Herald. 
Colorado hwy im Advocate. 


Denver, A W. Record. 
Great Divide. 
News. 
Press. 


Gunnison, Tribune. 











Idaho Springs, Gazette. 
Loveland, Reporter. 
Longmont Times, 
Meeker, Herald. 
Silver Cliff, Rustler. 
South Denver, Eye. 
CONNECTICUT, 
Bridgeport, Evening Farmer. 
Republican-Standard. 
Chester, Advocate, 
Greenwich, News 
Hartford, Courant. 
. Home. 
i imes. 
Meriden, Journal. 
Middletown, Witness, 
New Haven, News, 
otes, 
Register. 
Union, 
New London, Day. 
Telegraph. 
Portland, Record. 
Putnam, Standard. 
Roc kville, Evening Journal. 
Stamford, Daily Advocate. 
Waterbury, Republican. 
American. 
Winsted, Summit. 
DELAWARE, 
Dover, Sentinel. 
Lewes, Pilot. 
Wilmington, Delaware Farm and Home, 
DISTRICT OF COLUMBIA, 
Washington, Public Opinion, 
Star. 


FLORIDA. 


Avon Park, Florida Home Seeker, 
De Land, Supplement, 
Fernandina, Mirror. 
Fort Mead, South Florida Progress. 
Grove City, St Sub Tropic. 
asper, Ne 
cey West, Reestee- Domest, 
Monticello, Constitution. 
St. Augustine, News. 
St. Nicholas, Old Curiosity Shop. 
St. Petersburg, South Florida Home, 
GEORGIA, 
Athens, Banner. 
Atlanta, ae boner 
ational. 
Blakely, News. 
Bainbridge, Globe. 
Carrolton, Press. 
Columbus, Enquirer-Sun. 














Dalton, Citizen. 
Griffin, Daily News, 
vejoy, Picayune, 
Rome, Tribune. 
vannah, Local. 
Toccoa, News. 


IDAHO. 
Bliss, Blast. 
Hailey, Times. 
ILLINOIS. 


Aurora, Express. 
Bunker Hill, Macoupin Co, Advance, 
Cairo, Citizen. 
Carbondale, Jackson Co. Republican. 
Chicago, American Farmer. 
American Field, 
Christian Life. 
Eagle. 
Globe. 
Inland Printer. 
Lee & Mahin's Monthly. 
Modern Advertising. 
Northwestern Lumberman. 
Office Men’s Record. 
Sun. 
Decatur, News. 
Dixon, Evening Star. 
East St. Louis, Star. 
Edwardsville, Intelligencer. 
Elgin, Advertising Ideas. 
Gallipolis, Tribune. 
Geneseo, News. 
Geneva, Patrol. 
Gilman, Star. 
Lacon, Democrat. 
Lincoln, Courier, 
ews. 
Ogden, Journal. 
san agg tema 
Peoria, Democrat. 
Herald. 
Saturday Budget. 
Quincy, Herald. 
ed Bud, Torpedo. 
Rock Island, Argus. 
Springfield, Methodist. 
arren, Sentinel. 
Yellow Creek, News, 
INDIAN TERRITORY. 
Vinita, Indian Chieftain. 
INDIANA. 
Butler, Review. 
Churubusco, Saturday Truth. 
Crawfordsville, Argus News. 
Evansville, Demokrat. 
Evening Courier. 
Elkhart, Review. 
Greencastle, Times. 
Greensburg, New Era. 
Standard. 
Greeuwood, Graphic. 


Indianapolis, American Nonconformist. 


Independent. 

—- of Commerce, 
eader. 

News, 


Sun, 
Kaukomo, Dispatch. 
Lafayette, Leader. 
Lawrenceburg, Press. 
Macy, Monitor. 
Richmond, Enterprise. 
Register. 
Telegram. 
Silver Lake, News. 
South Bend, Morning Post. 
Sullivan, Times. 
Terre Haute, Express. 
Gazette. 
Waveland, Independent. 
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IOWA, 


Burlington, Saturday Evening Post, 
Bowling Green, Sentinel. 

Carroll, Sentinal. 

College Springs, Current. 

Creston, Sunday ‘limes, 
Davenport, Leader. 

Des Moines, Argonaut, 


ews. 
Saturday Review. 

Duluth, Evening News. 
Dysart, Reporter. 
Fairfield, Journal, 

ribune, 
Fort Dodge, Saturday Evening Post, 
Fort Madison, Daily Gem City. 
Gilmore City, Globe. 
Harlan, Industrial American. 
Keosauqua, State Line Democrat. 
Kingsley, Pierson Press. 
Le Claire, Port Byron Globe. 
Marengo, Democrat. 
Nashua, Times. 
Riceville, Recorder. 
Rockwell, Phonograph. 
Runnels, Telegram. 
Sidney, Union Times. 
Sioux City, Record. 

Tribune, 
Sioux Falls, Gazette. 
Sumner, Gazette. 
Tabor, Christa. 
Tampa, Herald. | 
Villisca, Letter, | 
Webster City, Graphic Herald. 3 
Winterset, lowa Farmers’ Tribune. | 

KANSAS. 

Argentine, Eagle. 
Caney, Times. 
Claflin, Barton Co, Banner. } 





Cowgill, Chief. 
Emporia, Gazette. 
Eureka, Messenger. 
Galeua, Teacher. 
Times. 
Garnett, Agitator. 
Great Bend, Tribune. 
Greeley, Graphic. 
Hiawatha, Democrat. 
Independence, Morning Reporter. 
Lawrence, World. 
Leavenworth, Evening Standard. 
La Cygne, — 
Louisburg, Herald. 
McPherson, Republican. 
Manhattan, Homestead. 
Miltonvale, Advance. 
Mound City, Progress. 
Oberlin, Opinion. 
Olathe, Mirror. 
Peabody, Graphic. : 
Pomona, Enterprise. i 
Pratt, Union. 
Randolph, Enterprise. 
Russell, Russell Journal, ‘ 
Scottsville, News. 
Smith Centre, Pioneer Bulleti: 
South Centre, Journal. 
Thayer, Headlight. 
Topeka, Capital. 
Democrat. 
Lucifer, the Light Bearer, 
Spirit of Kansas. 
Western Odd Fellow. 
Towanda, Herald. } 
Valley Falls, Vindicator, | 
Walton, Reporter. | 
Washington, Republican. : 
Weir, Tribune. 
Wichita, Star. 
Wellington, People’s Voice, 
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KENTUCKY. 


Central City, Republican, 

Hopkinsville, Era. 

Lexington, Leader. 

Louisville, Courier Journal. 
National Publisher. 

Middleborough, News. 

Owensboro, Messenger. 


LOUISIANA 


Alexandria, Democrat. 
Monroe, Evening News. 
New Orleans, Delta. 
Picayune. 
Southw. Christian Advocate. 
Opelousas, Democrat, 


MAINE, 


Auburn, Gazette, 
Augusta Journal. 
Bangor, industrial Journal, 


Belfast, Republican Journal, 
Canton, Telephone. 
Dover, Observer. 
Gardner, News. 
Reporter. 
Lubeck, Herald. 
Norway, Oxford Co, Advert'ser, 
Portland, Herald. 
Rockland, Courier Gazette. 
Opinion. 
Tribune. 
Waterville, Democrat. 


MARYLAND. 


Baltimore, Free Press. 
Herald. 
Maryland Farmer, 
Merch, and Manufac’s’ Journal. 
Our Day. 
Prohibition Advocate, 
Cumberland, Civilian, 
Sourier. 
Frederick, News. 
Frostburg, pater. 
Mining _—— 
Marysville, Ap 
Union Bridge, =. 
MASSACHUSETTS, 
Adams, Freeman. 
Arlington, Advocate. 
Beverly, Times 
Boston, A. B. 
Brains. 
Globe. 
News for Buyers. 
Post. 
Profitable Advertising. 
Publisher and Bookseller, 
Republic. 
Brockton, Enterprise. 
Chelsea, Gazette. 
Fall River, Herald. 
Falmouth, Cape Cod Independent. 
Gloucester, Cape Ann Breeze. 
Great Barrington, News. 
Holyoke, Democrat. 
Lawrence, American. 
nn, Lynn Weekly. 
Me Iden, Mail. 
Press. 
Marblehead, Messenger. 
Marlboro, Republican. 
New Bedford, Journal. 
Standard, 
North Adams, News. 
Transcript. 
Northampton, Journal. 
Oakham, Herald. 
Peabody, Reporter. 


C. Pathfinder and Ry. Guide. 
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Springfield, Graphic. 
Farm and Home, 


Paper World, 
Woburn, Journal. 
ress. 
Worcester, Spy. 
MICHIGAN, 


Bay City, Times. 
Big Rapids, Herald. 
Buchanan, Record. 
Charlotte, Tribune. 
Detroit, Free Press. 

Indicator. 

News. 

Tribune. 
East Sumner, Garden Notes, 
Elsey, Sun. 
Gladwin, Record. 
Grand Rapids, Democrat. 

erald 
Press. 
West Side News. 
Howell, Herald. 
Ishpeming, Press. 
Ithaca, Patriot Journal. 
Lawton, Leader. 
Menominee, Democrat. 
Mount Pleasant, Enterprise. 
Muskegon, Odd Fellows Magazine. 
Otsego, Union. 
Saginaw, Evening News. 
Sheboygan, News. 
Sturgis, Cooper’s Coffee Cooler. 
Sunfield, Sun. 
Farm and Hom 

Three Rivers, Three ol Herald. 
Willis, Times. 


MINNESOTA, 


Duluth, Commonwealth, 
erald 
Short Line. 
Elbow Lake, Alliance. 
Excelsior, Northwest Tourist. 
Jasper, Journal, 
ae Independent. 
finneapolis, Housekeeper. 
Skordemannen. 
Times. 
Tribune. 
New Brighton, Twin City Live St’k Reporter. 
Sauk Rapids, Sentinel. 
Winona, Herald. 
Wheaton, Times. 
MISSISSIPPI. 
Brandon, Republican. 
Holly Springs, South, 
a Daily Clarion. 
New Albanv, Gazette. 
Vicksburg, Herald. 
Post. 
MISSOURI 
Bolivar, Farmer. 
Herald. 
Canton, Progress. 
Edina, Sentinel. 
Glasgow, News. 


—, Item. 
nsas City, Grocer. 
Live Stock Indicator, 
resse. 
Lisbon Falls, Advocate. 
Marionville, Republican. 
Moberly, Monitor. 
Nevada, Democrat. 
Ozark, Republican. 
St. Charles, Daily Banner. 
St. Joseph, Herald. 
St. Louis, American Journal of Education, 
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St. Louis, Chronicle. 
ewish Voice, 
ost-Dispatch, 
Republic. 
Shelbina, Torchlight. 
Troy, Times. 
Union Star, Seventh Trumpet. 
Warsaw, Poultry Topics. 
Waverly, Times. 


MONTANA, 


Big Timber, Pioneer. 

Bozeman, Avant Courier, 

Fall River, Herald 

White Sulphur Springs, Rocky Mountain 
Husbandman. 


NEBRASKA. 


Amelia, Journal. 

Blue Hill, Leader, 

Caney, Times, 

Chester, Herald. 

Curtis, Enterprise. 

Gibbon, Buffalo Co, Beacon. 

Hickman, Enterprise, 

{unites Herald. 

incoln, Courier. 
‘reie Presse. 

Nebraska State Capital. 
News. 
Sun. 

Niobrara, Pioneer. 

Omaha, American Homestead, 
Bobkin, 
Excelsior. 
World-Herald. 

Ponca, Gazette. 

Superior, Guide. 

Wilbur, Republican. 


NEVADA. 


Carson, News. 

Elko, Independent. 

New Carson, News. 
Winnemucca, Silver State. 


NEW HAMPSHIRE, 


Berlin, Independent. 
Concord, Monitor. 
People and Patriot. 
Dover, Star. 
Exeter, Gazette. 
Franklin, Transcript. 
Gorham, Mountaineer. 
Great Falls, Free Press. 
Lancaster, Gazette. 
Manchester, Budget. 
Union, 
Woodsville, News. 


NEW JERSEY. 
Atlantic City, Free Press. 
nicn, 

Bayonne, Bayonne Times. 
Beverly, Gazette. 
Camden, Courier. 

Democrat. 
Glen Gardner, Weekly Avalanche, 
Elizabeth, Herald. 
pl a i ournal, 

ewark, N. J. Deutsche Zeitung. 

e 


News, 

Paterson Call. 
New Market, Advertisers’ Guide. 
Perth Amboy, Democrat. 
Plainfield, Evening News. 
Trenton, Times. 

True American, 

Union, Dispatch. 
Weehawken, Hudson Co. Dispatch. 
Westfield, Leader. 
Woodbury, Liberal Press, 
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NEW YORK. 
Adams, ieee 
Albany, New Albany. 
Press and Knickerbocker. 
Times Union. 
Albion, News. 
Orleans Herald. 
Astoria, Astorian, 
Batavia, News, 
Belmont, Dispatch, 
Binghamton, Herald. 
Brooklyn, Chronicle. 
Eagle. 
Newsdealer and Stationer, 
Standard-Union, 
Times. 
The Record of the C. B. L. 
Brookville, Courier. 
Buffalo, American Book Binder. 
ews. 
Tidings. 
Callicoon, Echo. 
Canton, Commercial Advertiser, 
Observer. 
Centralia, Daily Democrat. 
Chester, Herald. 
Clinton, Courier. 
Cohoes, Dispatch, 
Cooperstown, Republican, 
Corning, Democrat. 
Cortland, —- 
Danville, Express. 
De Ruyter, Gleaner. 
Dolgeville, Herald. 
Dunkirk, Advertiser and Union, 
Herald. 
East Aurora, Advertiser. 
Edgewater, S. I. Leader. 
Elmira, Telegram. 
Fairport, Mail. 
Farmer, Review. 
Far Rockaway, Journal. 
Fishkill poate Ey Standard, 
Floral Park, Inland. 
Flushing, Evening Journal. 
Fort Plain, Register. 
Geneva, Courier, 
Gilhoa, Monitor. 
Gloversville, Daily Standard. 
Hancock, Herald. 
Honeoye Fails, Times. 
Hornellsville, Evening Tribune. 
Hudson, Republican, 
Le Roy, Times. 
Lester Shire, News. 
Lockport, Journal, 
Niagaran. 
Sun, 
Union, 
Long Island City, Star. 
amaica, Long Island Democrat. 
amestown, Call. 
Journal. 
Kingston, Freeman. 
Leader. 
Malone, Farmers’ Advocate. 
Mayville, Sentinel. 
Mexico, Independent. 
Newburgh, Register. 
N., Y. City, Advertiser. 
Am, Advertiser Reporter, 


235 Broadway 


Am, Art Printer, 

Am. Beer Bottler. 

Am, Grocer, 

American Hebrew. 
American Sentinel. 
Business, 

Cash Grocer. 
Commercial Advertiser. 
Dramatic Mirror. 
Fireside Companion. 



















N, Y. City, Herald. 
I, O, O. F, Lodge Record, 

ewish a ews, 
ournal of Finance, 
ournalist. 
orning Journal, 

Newsman. 

Publisher’s Weekly. 

Recorder. 

Revista Popular. 

Rosary. 

Sanitary Era, 

Straws. 


Sun, 

Sunday Mercury. 
‘imes. 

Transcript. 

Tribune. 

Voice. 

World. 

Evening World. 

Commercial Advertiser. 

Evening Telegram. 

Staats Zeitung. 


Montague Marks in Art Amateur, 


American Art Journal. 
ewsman, 
Success. 
Voice. 
Nunda, News, 
Ogdensburg, Advance, 
Oneida, Union. 
Ovid, Independent. 
Plattsburg, High School Student. 


‘ort Jefferson, Echo. 
Port Jervis, Orange Co. Farmer, 
Potsdam, Courier Freeman. 
Poughkeepsie, Eagle. 
Randolph, Courant. 

egister. 
Rochester, Educational Gazette, 

— Tidings. 

Rockville Centre, Observer. 
Rome, Sentinel. 
St. George, Staten Islander, 
St. Johnsville, News. 
Sandy Hill, Herald. 
Saratoga Springs, Union, 
Saugerties, Post. 
Schenectady, Union. 
Schenevus, Monitor. 
Seneca 2 mgh ane 
Skaneateles, Democrat. 
Spring Valley, Press. 
Syracuse, Herald. 
Fesrytown, Times. 

Record of the Times, 
Troy, Press. 
Utica, Herald. 

Observer, 
Press. 

Walton, Reporter. 
Watertown, Times. 
Warrensburg, News. 
Waverly, Advocate. 
Weedsport, Cayuga Chief. 
Whitehall, Times. 
Whitestone, Herald. 
Willsport, Cayuga Chief. 


NORTH CAROLINA, 


Burlington, News. 
Greenville, Reflector. 

Henderson, Gold Leaf, 

Kernersville, News. 

Kingston, Free Press, 

Rocky Mount, Argonaut. 

Salisbury, Living Stone, 

Wainesville, Courier. 

Waynesboro, Messenger Intelligencer. 
Wilson, Advance. 
Winston, Sentinel. 
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NORTH DAKOTA, 


Fargo, Argus. 

Grand Forks, News. 
Manvel, Graphic. 

Park River, Gazette-Witness. 


OHIO. 
Akron, Sunday Republican. 
Time 


Baltimore, News. 
Barnesville, Republican. 
Berea, Advertiser. 
Bucyrus, Forum. 


Leader. 
Cadiz, Advertising Fiend, 
Camden, Nonpareil. 
Cincinnati, American Grange Bulletin, 
Tonsorial Advocate. 
Freie Presse, 
Nonpareil. 
Cleveland, Ohio Merchant. 
Station Agent. 
World. 
College Corner, Chronicle. 
Columbus, Ohio State Journal. 
Cortland, Herald. 
Dayton, News. 
Delaware, Gazette. 
Delphos, Courant. 
Elmyria, Republican. 
Flushing, News-Advertiser. 
Fremont, Journal. 
Kingston, Blade, 
ndon, Enter rise. 
Nickel Plate. 
Lorain, News. 
Mansfield, Evenjng News. 
Marysville, Tribune. 
Massillon, Evening Independent. 
Mt. Sterling, Sun, 
Mt. Vernon, Republican. 
Napoleon, Democratic Northwest. 
Signal. 
Nelsonville, News. 
Nevada, Enterprise. 
New Paris, Mirror. 
Norwalk, News. 
Piqua, Call. 
Quaker City, Independent. 
Rushville, Item. 
Sabina, Record. 
Salem, Daily News. 
Salineville, Record. 
Sandusky, — 
egister. 
Scio, Herald. 
Springfield, Republic-Times, 
Times. 
Steubenville, Star. 
Toledo, Bee. 
Daily Blade. 
Journal, 
Toronto, Tribune. 
Upper Sandusky, Chief. 
Republican, 
Wadsworth, Gem. 
Westerville, Public Opinion. 
West Unity, Reporter. 
Zanesville, Sunday News. 


OKLAHOMA. 


Edmond, Sun. 
Perkins, Journal. 


OREGON, 
Albany, Democrat. 
Cottage Grove, Echo Leader. 
Lakeview, Examiner. 
Pendleton, Oregonian. 
Portland, Dispatch. 
Pacific Trade Review, 
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PENNSYLVANIA. 


Albion, Blizzard. 
Allport, Mountain Courier. 
Altoona, Mirror. 
Times. 
Tribune. 
Beaver, Argus-Radical. 
Bedford, Gazette. 
Berlin, Record. 
Birdsboro, Dispatch. 
Braddock, News. 
Bristol, Observer. 
Bryn Mawe, House News, 
Carbondale, Advance. 
Evening Leader, 
Carlisle, Sentinel. 
alley Sentinel. 
Chambersburg, News. 
Clearfield, Republican. 
Connellsville, Courier. 
Curwensville, Review. 
Doylestown, Intelligencer. 
Du Bois, Courier. 
Local News, 
Dunmore, Pioneer. 
Dushore, Review. 
Easton, Express. 
Ebensburg, Mountaineer. 
Erie, Evening Herald. 
Franklin, 4 
g, Inc 





Gretna, Courier. 
Grey's Mills, Echo. 
Harrisburg, Patriot. 
Sun. 
Tribune. 
Homestead, Local News. 
ews. 
eanette, Daily Star. 
ohnsonburg, Clarion Breeze, 
ohnstown, Tribune. 
ingston, Times. 
Kulztown, Patriot. 
Lancaster, Intelligencer. 
Latrobe, Advance, 
Evening Clipper. 
Lebanon, News. 
Littlestown, Independent. 
McKeesport, Herald. 
News. 
Times. 
Macungie, Progress. 
Marysville, Advance. 
Millheim, Journal. 
Monreton, Enterprise. 
Morristown, Herald. 
Moundsville, Echo. 
Myersdale, Register. 
New Chester, Collector. 
North Wales, Record. 
Oil City, Blizzard. 
Philadelphia, Christian Woman. 
Daily Hotel Reporter. 
Homeeopathic Physician. 


News. 
N. W. News. 
Star. 
Stockholder. 
Phillipsburg, Ledger. 
Pittsburgh, — News. 
t. 


Real 
Pittston, Gazette. 
Port Allegheny, Democrat Report. 
Pottsville, Chronicle. 
Repubtican. 
Reading, Times. 
World, 


tate Record. 
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‘ost. 
ae A and Glassware Reporter. 
si 





Rochester, Argus. 
Scranton, Progressive Scranton. 

Truth, 
Shakopee, Courier. 
Shickshiny, Democrat, 
Steelton, Advocate. 
Sunbury, News. 
Tyrone, Times. 
Uniontown, Genius of Liberty. 
Washington, Reporter. 
Waynesboro, Citizen. 
West Chester, Collector. 
West Elizabeth, Star. 
Wilkes-Barre, Record. 

Times. 

Williamsport, Grit. 


RHODE ISLAND. 


Arlington, Floral Friend. 

Providence, News. 

Woonsocket, Patriot. 
Reporter, 


SOUTH CAROLINA. 


Georgetown, Times. 

Orangeburg, Enterprise. 
SOUTH DAKOTA. 

Alexandria, Herald. 

Centreville, Chronicle and Index. 

Pierre, Rustler. 

Sioux Falls, Argus Leader. 


azette. 
South Dakota Advocate. 


TENNESSEE, 
Alamo, Crockett Co, Sentinel. 
Chattanooga, News, 
Cumberland Gap, Cumberland Gap. 
Dresden, Enterprise. 
Humboldt, Messenger. 
Kingston, Tennessean, 
Knoxville, —— 

Sentinel. 
McMinnville, Southern Standard. 
Memphis, Appeal- Avalanche. 

Public Ledger. 
Nashville, Banner. 

South-Western Jour. of Education 
Pulaski, Citizen. 

Ripley, Enterprise. 
Sweetwater, Democrat News. 
Tazewell, Progress. 
Winchester, News. 

TEXAS, 
Alvord, Budget. 
Aransas Harbor, Herald. 
Austin, Statesman. 
Corsicana, Christian Advance. 
Dallas, Times-Herald. 
Decatur, News. 
Del Rio, Record. 
Fort Worth, Gazette. 
Galveston, Argus. 
Houston, Post. 
Marshall, Morning Star. 
Milford, Courier. 
Morgan, News. 
Myrtle Spring, Herald. 
Paris, Farmers’ Advocate, 
Pearsall, Sun. 
Richmond, South Texan. 
San Antonio, Express. 
Shiner, Courier. 
Velasco, Times. 
Waco, Evening News. 
Weimer. Mercury. 
Whitewright, Plow and Hammer, 


UTAH. 
Ogden, Western Knight, 














> 
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VERMONT. 


Burlington, ost, 
Free Press Times. 
Independent. 
Northfield, News, 
St. Johnsbury, Caledonian. 
West Brattleboro, Sieve. 


VIRGINIA, 

Claremont, Herald. 
Eastville Herald. 
Elkton, Index. 
Front Royal, Gazette. 
Gate City, Banner, 
Lynchburg, Advocate. 

Advance. 
Norfolk, Landmark. 

News and Courier. 
Portsmouth, Progress. 
Pulaski, News. 

Shendun, News. 
Staunton, News. 
Suffolk, Progress. 
Virginian. 
WASHINGTON, 
Blaine, Tribune. 
Buckley, Banner. 
Montezano, Democrat. 
Orting, Oracle. 

Port Townsend, Leader. 
Seattle, Merchants’ Review. 
Press-Times, 

Sounding. 

Spangle, Record. 
Tacoma, Ledger. 


WEST VIRGINIA, 


Buckhannon, Busy Bee. 
Charleston, Spirit of Jefferson, 
Kingwood, Argus, 
Morgantown, New Dominion. 
Wheeling, Register. 


WISCONSIN. 

Fort Atkinson, Union, 

lola, Herald. 

Milwaukee, Evening Wisconsin. 
ournal, 
enowine’s News. 

Whist. 

Oshkosh, Times, 

Prairie du Chien, Union, 

West Superior, Call. 

WYOMING. 


Cheyenne, Leader. 
NOVA SCOTIA, 
Halifax, Critic. 
ONTARIO, 
Godrich, Star. 
Hamilton, Times. 
London, Advertiser. 
Port Arthur, Thunder Bay, Daily Sentinel. 
QUEBEC, 


Montreal, Le Monde. 
Quebec, Daily Mercury. 
Sherbrooke, The pe We Live In. 


The above list includes only 
those papers from which we 
have received marked copies] customers. 
or clippings. 


Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra Jor spe cified position—if granted. 
Must be handed in one week in advance. 


M EDICAL BRIEF (St. Louis). Jacquet clventa - 
tion of any medical journal in ere 


SUCCESS pp a, -- Baltimore. 


GUPERIOR Mechanical Engra poate Elec- 
trotype Eng. Co.,7 New Cham’ be de We 


STAMES EOF POKER TONE em, Pa 


‘ARM LIFE, of Rochester, N. Y., 16 
F = columns, monthly. Guaranteed chrctn 98 800. 


EATTLE TELEGRAPH—The o morning 
S Democratic a in Oregon, I 0 & Wash. 


1. ’ 
4 onl bek woe Srchie: i Biba Sirs 
Br pape td ne | ~)y T. Own To own news- 


estimates to PICTORIAL 
WEEKLU 28 West 23d St., New York City. 


66 INCREASERS. ” Every live lo- 
a ADE: attractive yi Soe st ie emvisite to 
ARPER, Columbus,0. 

UB i. 5 pune OF ivertisers. 

5 PIN 10 N ve w York. 
DIRECTORY PUBLISHERS, sae ed 


ona rice list of your directories 
CO.,L Box 1407, Bradford, McKean Co., Pa. 


Horne 4 oe 
PATENTS 2222 
Waitet for information 


GERMANIA refs 


a le co} i carat ote 















































A, Manchester, N 
sions plications 
PA TENTS reccstully pice 


GLASCOCK & conv w pith D.C. 


The Delta. 


THE BEST PAPER IN NEW ORLEANS. 


ad NO PAY. Book f free. 
mpt, reliable 
UR VEZG og ie AL, 


CATALOGS! ) GataLces 1! CATALOGS!!! 


pa wnt os ends aes —_ 
send for eee 


ivy FIT! i, ART ELL 
& CADY ton “9 set. “CH Mase. 


DON’T 


Hoy any kind of cuts for venting until you 
have hi heard from us. It will Ros you write es. 


CHICAGO PHOTO ENG. CO. 
Kate Fieli’s gegaypetirs raze 
Washington. the peuple you want reach 
Washington, D. C. 
The at’ a Raasise Ee and 
machinery 


pay be YD t. For pol 

absolu' Ad ‘or 
ticulars address F. D. cael a AP, Prest., 314, 316 
Broadway, New York diwe 


TEACHERS mandy rely Ar bet al 
e reach them 
20,000 — 


Trial adv. 10¢. a line, DANSVIL E, N. . . 
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OPIES AND 
FRE, BA See 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 


Circulation, - - - - 15,500. 
Advertisers find IT ] PAYS! 
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THE HOME CIRCLE, 


ST. LOUIS, MO. 


75,000 Copies Each Month. 
An exceedingly desirable medium for ( 
GENERAL ADVERTISERS. 
) Tax Ho me CIRCLE P UB. B. O0., St. Louis, Mo. ( 
~S, 


So om 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J 


P estuixe E 
ESIBING 








cure same from us, and pay 
gers - advertising and 
cas 





. Manufacturers 
and eat | sages in the 
U.S r catal 
and terms. ROUSE, MAZARD "« co. 
.. Peoria, Tu 











™ SPOKANE 
SPOKESMAN 


has 75 per cent more paid subscribers 
than any other daily ) ~ a_ - -a 
within 300 miles of Spokane 
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| PRINTERS’ INK | 
¥ ¥. 
2 ——~PRESS, 
% ze 
< No. 8 Spruce Street, 
s WEW YORK, s 
- 
% Solicits Orders for - - % 
3 is 
* PRINTING © 
aw =x 
a: - - of Every Description. e 
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DAN FRANCISCO CALL. 


Established 1853, 
Daily, 69,691—Sunday, 64,475. 


The Leading Newspaper of the Pacific Coast 
in Circulation, Character and Influence. 
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“RELIABLE DEALING CAREFUL SERVICE. 
ey LOW ESTIMATES. «29 


PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CoO., 

28 F. 14ta &t., New York. 
89 State St., Boston. 
The Journal, Jersey City, N. J., uses our system. 
Going Off Half Cocked! 


A common occurrence 
in life for men to go off— 
ill advised. It has “* bust- 

















jums. 
ica. Lay tnd the Pub- 
lisher, Milwaukee, Wis, 
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MANY 
ORDERS 
FOR 
ADVERTISING 


are secured by promises that 
are never fulfilled in the exe- 
cution. 

Advertisers are thus mis- 
lead. 

We conduct our business on 
the old-fashioned but honest 
principle of never promising 
what we cannot deliver. We 
will not mislead a customer 
when soliciting an order or 





-| disappoint him when carrying 
the |OUt the same. 


The Geo. P. Rowell Advg. Co., 
Newspaper and Magazine Avdg., 
10 Spruce St., New York, 








pveatisnes PAYS 


* ASSOCIATE LU! ST x 


@ Kansas Farmer........... Topeka, Kas. 
@ Nebraska Farmer........ Lincoln, Neb. 
Iowa Hom 


EMI-MONTHLLI 

? Dakota Farmer........... uron, 8. D. 

) N. W. Far. & Breeder, St, Paul, Minn. 
Western Plowman. ......Moline, Ills. 

1——MONTHLY—1 

Home, Field & Forum, Guthrie, O. T, 

STAR OF *® THE EAST 
National Stockman and Farmer, 

Pittsburgh, Pa. 





The Leaders of the Great West and 
Star of the East Pay Best. 


Write for estimate on your ad. to 
FRANK B. WHITE, Manaaer. 
649-651 THe Rooxery. CHICAGO, ILL. 


J.C. BUSH, Eastenn Reeresenrartive, 
Times BuiLpina. NEW YORK, N. Y. 
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OUR NEW CATALOGUE 


Over 10,000 Cuts 


(ALL USEFUL), 


Now ready for distribution. It 
contains Cuts available for 


ADVERTISING, 
JOB WORK, 
ILLUSTRATING. 





An especially valuable line of 


=\STOCK CUTS. 





Send 4oc. to pay expressage. 
This sum is credited upon the 
first $5.00 worth ordered from 
this catalogue. 





A. N. Kellogg Newspaper Co. 


368-370 Dearborn St., Chicago, II. 








IM 


ALLEN’S LISTS + °° = 


It is a true saying that it takes time to build well. 


E. C. ALLEN & CO., 
Prop’s, 
AUGUSTA, ME. 











As Allen’s Lists have used up a score of years in build- 
ing, and is receiving the constant support and hearty 
endorsement of a large majority of the shrewdest general 
advertisers, it is fair to assume that it is well built and 
remarkably useful. Have you tried them? If not, there 


must be some reason. Will it not be well to consider it ? 


Forms close on the 18th of each month. 
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hange- 
able newspaper advertise- 
— = poe is Sed oe NY 
e ve Cl 
fied oy’ tas | SO 
HI WT 
aN ||| \\ Hi ill i 
in either direction, N } i} WN 
and can be readily 
changed by simply NS 


loosening theform — FiG. 2. Showing operation of remor 
without ss ing plate from, etolkcing it ote base. 











f . The bases are made 12, 121-2, and 18 ems pica, the 13 em 
width being always furnished Atal BA specified it being 
the width required by the majority of newspapers. These sand 
plates are extensively used y many of the largest advertisers and 
how- give suiverens satisfaction. any Ln ane to the merit of these 


i il ! 


5 5 ive 









FiG. 1. Perspective view, 
ing transverse rib on og of ve been received from advertisers and also from the news- 
base by which end movement is PAPEFS MADE ONLY BY 
prevented. 
THE E. B. SHELDON CO., New Haven, Conn 
-—~ as 





BEST ADVERTISING FOR CHICAGO 


THE WORLDS FA/K BULLETINS: 


MAMMOTH DISPLAYS AT ALL POINTS 


> F GREATEST ADVERTISING YALUE 


5a Day. 2 RS*CUDD/INEG C@: 40h 











It is the now-you-see-it-and-now-you-ion't feature that ren- 
ders the chase after cash so tantalizingly uncertain. 


The everlasting evasiveness for which the primitive penny 
was peculiar clings to the mighty dollar of to-day, and 
baffles those who are searching for the good things of life. 


The cash dollars which Twelve Hundred Thousand thrifty 
wide-awake families—scattered throughout the Union— 
expend for the necessities and luxuries of home-life, speed- 
ily find their way into the pockets of reliable merchants, 
manufacturers, and specialists who advertise in Comfort. 


The largest guaranteed circulation in America. Facts and 
figures under oath. Comfort’s original copys hted features 
are rapidly carrying its circulation to Two Million Copies 
every issue. A limited amount of space in Special March 
number may be had of responsible agents or of us direct. 


The Gannett & Morse Concern, Publishers, Augusta, Maine. Boston Office, 
228 Devonshire St. New York Office, Tribune Building. 


HENRY BRIGHT, Kepresentative. 
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Remington's County Seat Lasts. 
The cream of the Country papers. 


REMINGTON BROS.—New York—Pittsburgh. 





With OUR “ New Model’’ Web Perfecting Press 


YOU CAN GET YOUR EDITION ON THE STREET 


IN LESS TIME, _ 
IN BETTER CONDITION, 
WITH LESS HELP, 
AND, THEREFORE, 


WITH LESS COST 


AND GREATER SATISFACTION THAN IS NOW POSSIBLE WITH 
OTHER PRESSES IN YOUR VICINITY. 


CAMPBELL PRINTING PRESS AND MFG. CO., 
NEW YORK ano CHICAGO. 








“Detroit News” 





“Pittsburgh Chronicle- Telegraph” 





“Cleveland Press” 





Perhaps not the best advertising mediums in the country, but 
certainly the best in their respective localities. 





C. J. BILLSON, 


86 and 87 Tribune Building, New York. 


TOMES FSS ae Ranier SA. 
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ARE WE “IN IT” 
IN NEW YORK? 














wee />OOO00000004084 ~~ TTT ~~ ~~ ae 





OUR LINES ARE: 


Sixth Avenue, - - 100 Cars. 
Third Avenue, - - ~~ 
125th Street Cable, . 50 “ 


Broadway and Bleecker Street, 40 “ 
Eighth Street (Crosstown), _ * 
Central Crosstown, Christopher 

to 23d Street Ferries, via 

Union Sq. and 14th Street, 71 “ 


Comprising. the cream of New York’s Street Car Lines. 
Passengers carried—7,000,000 monthly. 


RATES—2c. per day on Sixth Avenue and 125th Street Cable; 
others, 1 4c. per day. - 


SERVICE APPROACHED BY NONE. 


LOL 


CARLETON & KISSAM, 


198 & 199 Times Building, New York; 50 Bromfield Street, Boston; 
also Chicago, Cincinnati, Minneapolis, etc. 

















7,000 Full Time Cars. | 120 Miles of Space. 
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Canoe o 
A TRIBUTE FROM A MASTER HAND. 


No such notice of a newspaper ever 
before appeared in the ‘Philadelphia 
Ledger. 





2 
v 


Editorial by Geo. W. CHILDs, in the Philadelphia Ledger, 
February 2!st. 

On Saturday the New York RECORDER completed 
the second year of its phenomenal career and cele- 
brated the event on the following day by the publica- 
tion of a birthday souvenir, which, even in these days 
of mammoth editions, was a great achievement, and 
which was, nevertheless, but an illustration of its 
powers. That remarkable journal, although estab- 
lished in absolute defiance of time-worn traditions, 
long ago weathered the rocks which threaten every 
new enterprise, and is sailing along under the sunniest 
and most propitious auspices. What THE RECORDER 
has accomplished could only have been possible by 
the methods which its founder adopted, and which, 
while absolutely legitimate and in the highest degree 
praiseworthy, were unique and decisive. The field 
of journalism in New York is large and well covered, 
but the youngest newspaper of that city was able, 
with comparative ease, to elbow its way into that 
hallowed ground and to fill admirably, and in the 
face of the most virulent competition, a large and 
continually increasing area. THE RECORDER has 
achieved an extraordinary and creditable measure of 
success, which cannot fail to be gratifying alike to its 
editor and its readers and to all who admire per- 
sistent, well-directed endeavor. 
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WILL BE 
PUBLISHED IN APRIL, 
= 1893 - 





TWENTY-FIFTH YEAR. 
WORLD’S FAIR EDITION. 


AMERICAN 
NEWSVAVEK 
DIRECT ORY. 


PRICE FIVE DOLLARS. 








Delivered Carriage Paid. 


Every purchaser of the American Newspaper Directory 
is entitled to a year’s subscription to PRINTERS’ 
INK without additional charge. 








Address all orders to 
GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 




























